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PHOTO- Come One! Come All! 


i == BI SHOW 
INC. to the 


NEW YORK I7, NY 


aay O8 FORTY-FIFTH STREET 


—————smEP 0-009 > 9 0 O—ea———__— 


Photo-Lettering’s Showcase of Photo-Lettering 
GCARGANTW UN eeccDeee a a5 cee a «3 


Extending all the way from 
alS to 22O East 45th Street 


Open Daily Midnight te Midnight 
FREQUENT CHANGE OF REPETOIRE 





PASTE-UPS 
DONE 


& 


still life .. . food photography . . . illustrations 


= 





TONI FICA LORA 


Twelve East 42nd Street, New York 17, N. ¥. MUrray Hill 7-0856 





PASTE-UPS UNLIMITED e 200 W. 58 ST. « CO. 5-8688 
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Cvell 


the noodles 


are 


fresh... 


Layout at KGA is the work of art directors 
trained in the agency arena. From doodles to 
noodles to finish, the fresh eye and instinctive 
taste of KGA's designers are unmistakable. 


We have available on request the first in a 


505 Fifth Avenue, New York 17, 


TOTEM? 


No... 


Just to show you that 

at Robert Crandall Assoc. 

a compact 6-man 

Art Department assures 

you of the utmost in 

speed, quality and economy in 


tA 
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DALL ASSOCIATES, ive. 
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Management revalues advertising 


With competition intensifying, business and industrial man- 
agement is developing a new marketing concept. There is 
an increasing trend to regard advertising as part of sales in 
the organization and to combine them under one direction. 
Recent meeting of the Association of National Advertisers 
stressed this development. A study by Fortune magazine 
interpreted this trend as indicating growing ad budgets in 
the years ahead. 

The Fortune survey quoted L. R. Jackson, president of 
Firestone Tire & Rubber, as favoring tying ad budgets to 
long term economic outlook rather than short term fluctua- 
tions. 

Coca-Cola president W. E. Robinson said “Businessmen 
today regard advertising as an investment rather than just a 
business expense.” Fortune itself found “.. . advertising and 
selling are now being allowed to create sales—instead of sales 
creating advertising and selling.” 

How does this affect the art director? This magazine has 
ften pointed out that the tirae is ripe for the AD to move 
ip in the advertising echelon. The increasing emphasis on 
he visual aspect of the ads of more and more companies 
ndicates that the long overdue recognition of the AD is at 
east on the way. The corresponding movement of the ad 
nanager into the overall sales and management team thus 
rings the potential influence of the AD one step closer to top 
evel management. Here the AD will need not only all his 
rt and design ability but a full appreciation for the problems 
nd viewpoints of sales management. Are you ready? . 
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DAVID LINDSAY, automotive illustrator. 

A native Detroiter, be acquired bis education locally. 

He started working in art studios and became a leading 
automobile illustrator at an early age. Jn spite of a beavy 
schedule, David found time to become an extensive traveler 
and for a year or so be rode the range in Nevada. 

He is an amateur astronomer, a bibliopbile, the busband 
of a gracious lady and the father of twin boys. 


A Favorite with the Artists... 


Here is a brilliant young artist, truly accomplished with a 


rare gift for intensive concentration. 


As an automotive artist, be knows that the ultimate success 
of the finished illustration hinges on his understanding of 
the automobile itself. Jt is a process of probing deeply, 
getting the ‘‘feel’’ of the automobile, understanding its 
creative function, its design concept. Only then is be 
prepared to bring the automobile to life in a vital and 


exciting illustration. 


This same dynamic procedure is the motivating force of 
our entire organization. We live in a constant atmosphere 
of anticipation, eager to see what new concepts will be 


translated into illustration. 


For the complete story call our representative. 


McNAMARA BROTHERS, INC. 
38th Floor, Penobscot Building * Detroit 26, Michigan 
WOodward 1-9190 


Largest Supplier of Art to the Automotive Industry 





a fitting type for all specifications... 





now available 


every size for every need 


FORTUNE 


now for the first time, FORTUNE is available in the 
complete size range. 


light | 8 point to 60 point 
bold 10 point to 6O point 
extrabold | 14 point to 60 point 


See your nearest Bauer Type distributor for full information 
and specimen sheets or write direct on your letterhead to: 


BOT 


BAUER ALPHABETS, INC. 


235 EAST 45TH STREET-NEW YORK17,N.Y. 





New York: Morton Bryer 


PT.a2zn or 
ae Sra OTe 


Rel ’ 43 E. 49th St. 
write up thi's 
job ticket... 


779090 





business briefs 


By now we all know 1955 was a boom ad year. 
But just how good it was, and where it is 
leading us, is just now being determined. 

A few figures and excerpts from re- 
ports on 1955 worth noting are: Not only 
did direct mail have its top year but also 
registered its greatest growth with an al- 
most 614% increase over 1954. As year 
end figures rolled in newspaper advertis- 
ing loomed 18% ahead of 1954. Ad vol- 
ume was so high and papers used so 
much paper for their fat issues that a 
newsprint shortage for years ahead is in 
sight, with demand outstripping increas- 
ing supply. Network TV boomed to a 
comparable extent, and magazine adver- 
tising was up 14%. Network radio, out- 
door, and farm papers were down 25%, 
4% and 2% respectively. 


Folding Box Industry hit an all time dollar high 
too, $800 million. General Outdoor Ad- 
vertising, anticipating a good 1956, voted 
an extra dividend. Ansco, like many 
other companies, sees 1956 even better 
than 1955, is boosting ad appropriations 
to catch its share of the market. In this 
connection Charles L. Rumrill, Rochester 
ad agency, reports 16 of 24 clients have 
upped ad appropriations for ’56 from 
5% to 55%- Only four cut their budgets. 


- National Retail Dry Goods Association refiects 


views of most retailers in just concluded 
study: 30% of its members will inciease 
promotional budgets; 57% will hold 
their high 1955 levels; 13% will cut pro- 
motion costs. As a percentage of sales, 
promotion outlay will rise in 19% of 
stores, hold even in 56%, drop in 25%. 


Printer’s Ink is betting ad outlays in 1956 will 
reach $914 million. Despite a predicted 
5-10% dip in auto volume for 1956, Gen- 
eral Motors announced tremendous sum 
to be invested in plant expansion, betting 
the dip won't last long and the long 
term future is bright. Reports from gov- 
ernment and all sections of business and 
industry are equally optimistic. Only the 
farm income and consumer credit situa- 
tions are causing concern now and gen- 
eral thinking is they won’t upset the 
applecart for 1956. 





Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St 17. 











You put more sell in your message when 
you put more “see” in it! Sunbonded* 
Day-GLo fluorescent colors are up to 
four times as bright as the brightest of 
ordinary colors because they actually 


glow from within! And they keep that 
glow for a full run! Day-GLo painted 
bulletins last up to six months, and 
Day-GLo screen processed posters and 
displays last up to four months. 


Sunbonded Day-GLo colors are versa- 


a - 
WS‘ 


a. 









Let DAY-GLO® ” 
spark your message! 


tile— effective whether used boldly or 
modestly. And you have seven vivid 
colors to choose from. Remember to 
specify genuine Sunbonded Day-GLo 
to be sure of highest quality. Both 
“Sunbonded” and “Day-GLo” are 
registered trade marks for daylight 
fluorescent color products made by or 
under license from Switzer Brothers. 
Switzer Brothers, Inc., 4732 St. Clair 
Avenue, Cleveland 3, Ohio. 





SUNBONDED® 
DAY-GLO* 








what can the AD do with motivation research? 


A recurrent refrain from art directors 
who are exposed to motivation research 
is “Yeah, I read it, what do I do with it?” 
The jump from research to its applica- 
tion often falls squarely in the lap of the 
creative people and even those who feel 
they have profited may say, “It helped 
me a lot, but I can’t say exactly how.” 


Researcher—AD liaison 

Often these difficulties are the fault of 
the way the research reporting is han- 
dled; the researcher may discuss his re- 
sults only with the account executive and 
the client, and never see the creative 
staff on the account. The art director is 
given the report, and told to bring his 
work in line with “what this damned 
expensive research tells us.” Between the 
complex human factors which the re- 
search has uncovered, and the man who 
must use it, then, is a chain of imperfect 
written and verbal communication which 
at each step makes it more difficult for 
creative application to take place. So the 
first point for the AD who would use 
motivation research is: insist on getting 
in on the act; don’t be content with a 
written report or a summary; be in on 
the meetings and discussion sessions if 
you want to get the full benefit. It is 
clear that the major stumbling block to 
the practical application of research of 
all kinds is the lack of contact between 
the people who know the most about the 
research, and the people who know the 
most about the end product to which it 
is applied; freer communication here will 
usually mean a more sensible and pro- 
ductive application. 

Assuming that the AD can get in the 
act, what does he do then? The typical 
motivation research (not a qualitative ad 
test) will involve an examination of the 
dominant attitudes, beliefs and motives 
in the product area. The research will 
usually make recommendations concern- 
ing advertising which take into account 
the motivational context of the product, 
and the particular position of the client's 
brand vis a vis other brands in that area. 
These recommendations will be neces- 
sarily general—the researcher is not an 
ad man, no matter how much he has 
learned about advertising from research- 
ing ‘it. Somehow, then, the account and 
creative people have to translate these 
recommendations and the research be- 
hind them into concrete ads, commer- 
cials, etc. The researcher submits his 
report, and is usually available for con- 
sultation about the research (as part of 


the total price for the job—a moderate 
amount of consulting is usually not 
extra). 

The simplest, most common-sense thing 
to do (yet frequently overlooked) is to 
read the report thoroughly, and a couple 
of times until you understand as much 
of it as you can by yourself. A quick 
once-over is seldom sufficient, and a snap 
judgment of “there’s nothing new” more 
often than not cuts the reader off from 
knowledge and stimulation which can be 
useful to him if he thinks a bit. To be 
sure, the language may be somewhat un- 
familiar (though not as much as critics 
would have you believe), and the style 
reminiscent of the ivory tower, but that’s 
the researcher’s problem—the AD’s is to 
learn what he can, to get his agency’s 
money’s worth. 


How to use the report 


The first step, then, is to immerse yout- 
self in the report, to become thoroughly 
familiar with the ideas it presents. It is 
a finished product, there’s no changing 
it (but you can get more information if 
you ask for it); so you take it as it is, and 
learn from it what you can. Mostly it 
will talk about people, about the con- 
sumers who use the product, what they 
want from it, how they regard it, how it 
fits in with the rest of their lives. If 
nothing else, it should serve to make you 
more aware of your own assumptions 
about the consumer, and sharpen your 
thinking about what motivates him, and 
how you can sharpen ads to motivate. 
Most of the time, you will learn more 
about the consumer, and how he thinks 
about the product and its brands; and 
the researcher will recommend certain 
things which ads should concentrate on, 
and point out other things which seem 
not to be effective motivators. The crea- 
tive person probably gets the most out of 
this kind of research when he thinks 
about it, and tries to come up with his 
own ideas—not when he takes the re- 
search too literally. (If the research says 
people use the product to reward them- 
selves, a literal interpretation which 
leads to a headline of “Reward Yourself” 
reflects laziness more than creative effort.) 

There is no one, best way to advertise 
anything. The research won't tell you 
the one thing to do. Rather it should 
lead you to generate ideas and tentative 
layouts, and a lot of them. After mulling 
over the report, and sitting in on dis- 
cussions, the creative staff should try to 


By Social Research Inc. 


come up with a variety of possible 
themes, layouts, campaigns, etc. In other 
words, it should do something to bring 
the research to a concrete end product. 
Then, the process of discussion and 
criticism within the agency can begin to 
cull out those possibilities which seem 
most effective, most lively, and which 
will probably best fit the client’s idiosyn- 
cracies and preferences. 


The creative translation 


The creative translation, and the ex- 
amination of a number of alternative 
approaches is necessary because the re- 
search generally deals with content, the 
creative person has to supply the form 
which will communicate this content in 
the most effective fashion. It is quite 
possible to design ads which fulfill the 
recommendations of a research perfectly, 
and yet are quite dull. The creative staff 
must choose among the possible ways of 
communicating the desirable ideas, the 
ones which will motivate the consumer 
to buy your brand, those ideas which 
come across with the most impact. For 
example, a common recommendation in 
motivation researches on a wide variety 
of products and brands is that the adver- 
tising should communicate more effec- 
tively about the brand as it is used by 
people and for people, that the ads be 
more human and less technical and im- 
personal. There are many ways this can 
be done; some dull, some exciting, some 
stereotyped, some new and different. The 
work of the creative staff makes the dif- 
ference. Maybe cartooning will do it, or 
illustrations with people all over them, 
or just with hands, or maybe a couple of 
empty coke bottles does it better than 
any of the more obvious approaches. The 
AD has a wide range of possibilities to 
choose from, and with it must exercise 
his own judgment apart from the research 
findings per se. 

Finally, it will often be helpful to dis- 
cuss the ideas which stem from the re- 
search, and the tentative layouts with the 
researcher. In this way, it is possible to 
check for the misunderstandings, or the 
exaggerated emphasis, and the like which 
may occur. 

If the Art Director, then, can regard 
the research as a way of learning more 
about his consumer, a way of broadening 
the base from which he operates, he can 
find it useful and stimulating in a wide 
variety of ways. To do so, he must meet 
the research at least half-way. * 




















“our new home...a fertile, quiet spot... for 
art that is completely refreshing! 


(Coon Otenawle 


AMSTER YARD, 211 EAST 49th STREET, NEW YORK 
PLAZA 1-0095 
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what's new 


CEL WORK. Film-art Service offers samples 
of acetate renderings inked and painted 
ready for the camera. The studio, oper- 
ated by Neil and Margaret Sessa, is de- 
voted exclusively to preparing finished 
cel work and other phases of animations 
and slide-films. For info and samples, 
write Film-art at 41 W. 47 St., New 
York 36, CI 6-2426. 


LETTERING CATALOG. Two catalogs of hun- 
dreds of lettering styles are available from 
Filmotype Sales Co., 4 W. 40 St., NYC 18. 


LETTERING STYLES. Catalog of Fotoflex al- 
phabet styles is available from Fotoflex 
Co., 214 E. 41 St., NYC 17. Styles include 
those produced by trick photography 
from designs submitted or their own pro- 
cess lettering. 


ELIMINATES SKINNING OF INKS. Ink-O-Saver 
is a new Acrolite product which protects 
inks from skinning. It is specifically de- 
signed for spraying offset and letterpress 
inks. For further information, Lewis 
Roberts Inc., 17 Rose St., NYC. 


PHOTOGRAPHY CATALOG. New equipment 
—cameras, lenses, viewfinders, micro- 
scopes, range finders, etc.—offered by the 
Exakta Camera Company may be seen 
in their new catalog. Firm is at 705 
Bronx River Road, Bronxville 8, N. Y. 


VISUAL GUIDE. Choice of bullets, rules, 
stars and asterisks can be aided by the 
use of a visual guide, the Selectometer, 
which is a transparent film showing as 
many as fifteen sizes and weights. Placed 
over a layout, the proper size can be 
determined. Write on company letter- 
head for copies. Advertising Agencies’ 
Service Co. Inc., 216 E. 45 St., NYC 17. 


TALENT FILE. Studio 24, art service and 
artists’ representatives, are sending out 
large file cards showing the work of in- 
dividual artists and photographers con- 
nected with the studio. There are 14 
in the recent folder. Additional repro- 
ductions of artists’ work will be mailed 
out periodically. To get on the mailing 


list: Studio 24, 19 W. 44 St., New York. 


GRAFLEX SUPPLEMENT. 16-page supplement 
brings up to date the 1oth edition of 
Graphic Graflex Photography. Released 
by Graflex Inc., Rochester, N.Y., it in- 
ludes many new products. It can be ob- 
ained from Graflex dealers without 
harge. 
(continued on page 58) 
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My pony is being fitted 

for a new tuxedo ~- in the meantime, 
I am traveling by foot to the 

TONY VENTI STUDIOS at 152 E O St., 
where my unique talents will 


be available. 


Note new address and phone 
Henry Dravneek Associates 


152 E hO Ste NeYeCe 


Tel. MUrray Hill 3 = 5048 





Our new precision Line-Up Tables 
enable us to deliver letter-perfect, 
line-perfect, alignment-perfect repros 
that will fit your layouts to a T! 

For faster mounting 

specify Stik-Back Proofs 

And hundreds of styles of RAPID 
FILM-LETTERING at $1.00 per word. 
No minimum. (Send for free catalog). 


ey 


ir RAPID TYPOGRAPHERS INC. 


305 EAST 46TH STREET, NEW YORK 17 + MURRAY HILL 8-2445 





A completely integrated 24-hour graphic arts service 
for advertising agencies, publishers, art studios and advertisers. 





We'll give your little job the big treatment 


ASSOCIATED ARTISTS @ 





7i' BOYLSTON STREET - BOSTON (G6 MASSACHUSETTS 





coming events 


Feb. 14-Mar. 24... . Photos by Ansel Adams 
Limelight Gallery, 91 7th Ave., N.Y.C. 14. 
Feb. 13-May 13 . . . “Influences of Moder 
Art on Printing Design,”’ Library of Congress 
Washington, D. C. 

Mar. 2-25 . . . International Salon of Photog 
raphy, Memorial Art Gallery, Rochester. 
March 6-8 . . . Sales Promotion Show ‘in Bos 
ton, First Corps Cadet Armory. 

March 13. . . First of 4 sessions on Inspire 
Typography, sponsored by Type Director 
Club; Hotel Shelton, NYC, 7:00. 

March 27 (2nd Annual TDC Awards Exhib 
tion) and April 3 are dates for subsequer 
visual forums on present, past and futur 
typography 

April 3-5 Sales Promotion Show, First Corp 
Cadet Armory, Boston. 

April 5-29 . . . 7th Annual Commercial A: 
and Photography Show, Washington, D. C 
club, Corcoran Art Gallery. 

April 6-30 . . . Rochester Art Directors Clu 
annual exhibition. 

April 10... AIGA Magazine Clinic, “Sensory 
Perception and Magazine Design,” Willkie 
Memorial Bldg., 20 W. 40th St., NYC, 7:15. 
April 10-12 . . . Point-of-Purchase Advertising 
Institute, symposium and exhibit, Hotel Sherc- 
ton-Astor, NYC. 

April 11-14... Art-O-Rama of 1956, NAMTA s 
6th annual convention and trade show, Hotel 
Statler, NYC. 

April 27... Art Directors Club of Minneapolis 
and St. Paul will open exhibit with the Minne- 
apolis Society of Artists and Art Directors. 
Walker Art Center. 

May 3... Detroit Art Directors Club Awards 
Dinner and opening of Annual exhibition. 
May 8-24... Annual exhibition of San Fran- 
cisco Society of Artists and Art Directors. 
May 11-27 . . . Exhibition, Art Directors Club 
of Montreal. Preview and banquet May 10. 
May 12... Beaux Arts Ball of Rochester Art 
Directors Club. 

June 4-8 .. . 35th Annual Exhibition of the 
Art Directors Club of N. Y., Waldorf-Astori 
coincident with the First Annual Conferen 
on Visual Communication. 

Philadelphia Art Alliance: Feb. 29-Mar. 
... Prints by Betty and Simone Titone; Mcr. 
14-April 1 . .. Hans Hofmann, paintings; Mcr. 
23-Apr. 25 . . . Morris Blackburn, Gouche ;; 
Mar. 28-Apr. 15 . . . American Jewelry. 
Museum of Modern Art, NYC through Mar. 
Diogenes with a Camera III, group show > 
contemporary American photographers; M 
28-May 13... Signs on Broadway; thru A »r. 
8... Julio Gonzalez, brazed and welded me 
sculpture; Mar. 21-May 6 . . . 65 pieces 
Toulouse Lautrec. 

Mar. 25-Apri. 20 . . . Denver Art Museum; ] 
15-July 10 . . . County Museum, Los Ange 
Jul. 28-Aug. 26 . . . Palace of the Legion o 
Honor, San Francisco. ® 
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ost advertising 


agencies and advertisers 
know...the A.T: A. phrase 


‘lowest practical cost’ is 


based on actualities... 
expert craftsmen, fewer 
revisions, shop short cuts 


and correct costs. 


For further information 


contact the member nearest you or 


Advertising Typographers Association 
of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1 
GLENN C. COMPTON, Executive Secretory 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ALBANY, N. Y. 
Composition Corporation 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO 
The A. B. Hirschfeld Press 


DETROIT, MICH 

Arnold-Powers, Inc. 

The Thomas P. Henry Co. 

Fred C. Morneau Co. 

George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 


KALAMAZOO, MICH 
Claire J. Mahoney 


MILWAUKEE, WIS. 

Arrow Press 

MINNEAPOLIS, MINN 

Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc 
Advertising Composition, Inc 
Aruntype, Inc 

Associated Typographers, Inc 
Adias Typographic Service. Inc 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typoeraphic Service Corp. 
Lino-Craft Typographers, Inc 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen 

Frederic Nelson Phillips, Inc 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc 

Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO 

Warwick Typographers, Inc. 
SEATTLE, WASH 

The Deers Press 

Frank McCaffrey’s 

SYRACUSE, N. Y. 

Syracuse Typesetting Co., Inc 
TORONTO, CANADA 

Cooper & Beatty Limited 





THE 


Standard 


OF TODAY 


Full of character! .. here's a 
type face that gives American 
typographers what they want 
and right when they want it! 
Not yesterday's sans serif, nor 
day before yesterday's gothic, 
the Standard of today is fresh, 
persuasive... full of movement 


to march into tomorrow. 


AMSTERDAM 
CONTINENTAL 


TYPES AND GRAPHIC EQUIPMENT, INC. 





268-276 Fourth Ave., New York 10, N.Y. 
Tel. SPring 7-4980 


Distributors in principal cities. 






Bright variations on a 


Stan dard theme... 


Light 

Light Condensed 
Medium 
Bold 


Extralight Extended 
Light Extended 
Extended 


Condensed 
Medium Condensed 
Bold Condensed 





Send for handsome showings! 


Set in Standard and De Roos Italic 


letters 


Wonderful, wonderful 


May I take this opportunity to tell you 
once again how very much I enjoy your 
publication every month, especially since 
it has now become a great asset to me 
in keeping in touch with the New York 
market. I hope your expanded program 
next year, as announced in the last issue, 
will prove to be very successful. 


Herb Meyers 
Director of Graphic Arts, 
Atlanta Paper Co. 


Credit is due... 
Thank you for carrying the story on the 
Knoll-Drake ad in your November issue. 
However, in justice to Ladislav Sutnar, 

I should like to call to your attention the 
fact that he designed the Knoll-Drake ads 
and not Herbert Matter, as you indicated 
in your story. 

Irwin Zlowe, 

The Zlowe Co., N. Y. 








— 
Letters should be addressed to Editor, | 
Art Direction, 43 E. 49th St., New | 
York 17, N.Y. 

















for Dye Transfers 


. » » that sing — for service 


as you’ve dreamed of it — 
for prices that make 
your budget smile -— 


Jack Horner Color Labs 


ST 4-5109 


23-03 45 Rd., L.1.C, 


















Cover designer 


Norman Gollin was a young man who 
went West. Born in New York, he studie:! 
at Chouinard and at Art Center schoo’s 
in Los Angeles where he is now a fre:- 
lance designer. Somewhere along th: 
way he turned East, spent two yeas 
working and studying in Paris. An esta’ - 
lished West Coast designer now, M . 
Gollin advocates direct contact betwee | 
designer and agency or client for bett r 
problem analysis and a better end : - 
sult. r) 





Change of Address. Please send an address 
Stencil impression from a recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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AWARD 
©1956 oon 


award: Best of Year 
award: Best of Year client: Geare-Marston 
client: Gray & Rogers ad: Richard Cummins 
ad: Vincent Benedict artist: Frank Schroeder—Hal Lewie 
artist: Design Group 


a tribute to the individual 





, ae 
hitele fphea Graphic 


award: Honorable Mention 
client: Scott Paper Company 
ad: David Scott 
artist: Albert Storz 
award: Honorable Mention 
client: Anson Jewelry 
ad: Krane—Display Co. of Am. 
artist: Joeeph Frassetta 
270 park ave 
new york 
2009 chestnut st 
philadelphia 


talents and versatility at 








NEW YORK 
ART DIRECTORS CLUB 


The New York Art Directors Club will hold its 
“First Visual Communications Conference” 
June 7-8 in conjunction with its 

85th Anniversary Exhibition at the Waldorf- 
Astoria. Purpose of the conference is to explore 
new ideas of creative people in the visual 
communications field—art directors, writers, 
agency heads, management personnel, others. 


FIRST VISUAL 
COMMUNICATIONS CONFERENCE 


Registration fee for two days (including 
luncheons) $45.00. Registrations limited. 
Additional information from: William 

Mck. Spierer, Chairman; Art Directors Club, 
115 East 40 Street, New York 16,N.Y. 
Checks payable to N.Y. Art Directors Club. 


JUNE 7, 8 
V/ALDORF-ASTORIA, NEW YORK 
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120 west 42nd st., new york 36, n.y. LO 5-2965 
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Welcomes Pittsburgh 
to the National 


Society of Art Directors 
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tax talk 


MAXWELL LivsHin, CPA 


Commercial artist’s income and 
deductions 


Artists who report income from their 
profession must show all the income so 
derived in Schedule C (Form 1040). 
This information is used, where appli- 
cable, in computing the “self-employ- 
ment” (social security) tax (See Jan. 
1955 page g, and April 1954, page 6, 
for data on self-employment and unin- 
corporated business taxes.) 

Many artists occasionally buy and sell 
securities for gain, even though they are 
not in the investment business. In such 
a case, these transactions do not consti- 
tute a trade, business or profession. Gain 
or loss from these transactions are report- 
able in Schedule D, which accompanies 
Form 1040. 

The expenses deductible in determin- 
ating net income from a profession are 
the normal costs of producing income. 
These expenses may include reasonable 
salaries and wages, interest on business 
indebtedness, taxes on business (includ- 
ing social security taxes imposed on the 
employer) and taxes on business prop- 
erty, depreciation, obsolescence, rents, 
repairs and other expenses. Beginning 
in 1954 taxpayers are allowed to deduct 
research or experimental expenditures. 

Professional men, such as artists, incur 
ordinary and necessary business expendi- 
tures which should be listed in Schedule 
C. These include the maintenance and 
repair of an automobile which is used 
for professional purposes or for that por- 
tion of the use of a private car which is 
used in the artists business. Similarly, 
membership in professional societies, 
subscriptions to technical journals and 
current magazines, as well as fees paid 
to other artists for professional assist- 
ance, are deductible. 

Sometimes artists combine their resi- 
dences with their offices. In such cases, 
an artist may deduct that part of the 
expense incurred for heat, electricity, etc. 
which is directly attributable to his pro- 
fession. 

The expense of transportation in- 
curred in connection with the perform- 
ance of services for an employer is de- 
ductible in arriving at adjusted gross 1n- 
come. Any amount received as an ex- 
pense allowance to cover these expenses 
must be included in compensation. These 
expenses are then deductible before re- 
porting the balance in item 8 page 1 of 
Form 1040. 

Traveling expenses incurred while 


away from home in the pursuit of busi- 
ness are deductible in computing ad- 
justed gross income. Traveling “away 
from home” means going away from the 
city or town where the taxpayer normally 
works and remaining away at least over- 
night. “Home”, as used in the income 
tax law for traveling expenses, has been 
interpreted to mean a taxpayer's place of 
business, station or post of duty, and he 
is not in a travel status while located at 
his principal post of duty, even though 
he is away from his residence. He fixes it 
according to his personal convenience as 
a matter separate and apart from busi- 
ness. If he prefers, for personal reasons, 
to live at a place distant from that in 
which his business or employment is lo- 
cated, an expense incident to so doing is 
the result of a decision based on personal 
convenience and is not the result of any- 
thing undertaken for business purposes, 
therefore is not a business expense. 

If an artist travels between his prin- 
cipal place of business and a minor place 
of business in another city, he may de- 
duct the cost of such travel. 

Artists have many expense items which 
are ordinary and necessary in their par- 
ticular business. So do public relations 
employees who solicit the help of news- 
papermen and others in the publishing 
business. If such a person spends his own 
money to publicize his employer, he has 
expended funds in a way which may be 
customary in that type of business. 

An employee may incur entertainment 
expenses which are not reimbursed by 
his employer. If he incurs them in con- 
nection with the requirements of his em- 
ployment, that is, if he was required, or 
expected to stand expenses incurred by 
him in increasing the business or further- 
ing the interests of his employer, such 
expenses would be allowable deductions. 

Many professional men join associa- 
tions which are organized to further the 
interests of the group. These expenses 
are considered ordinary and necessary 
business expenses. 


Editors Note: 


Corrections of the text of the January 
issue of “Tax Talk.” 

The dates in the third paragraph 
should have read “June 15, September 
17, 1956 and January 15, 1957.” 

The last sentence of the fourth para- 
graph should have read “Each employe: 
who had eight or more employees during 
1955 should file a Federal Unemploy- 
ment Tax Return form 940. The Federal 
Unemployment Tax Act has been 
amended to provide that for 1956 and 
later years the tax will apply to employ 
ers of four or more employers, instead oj 
‘eight or more’ as at present.” © 





insist on this seal 


THE LINE 
MOST IN DEMAND 
BY PROFESSIONALS 
AND AMATEURS 
ALIKE... 


Famous 
for bigh quality 


since 1868 illustration boards 


drawing bristols 
mounting boards 
show card boards 
mat boards 

At all art suppliers 


in most popular sizes. 





CHARLES T. BAINBRIDGE’S SONS 
12-26 Cumberland Street * Brooklyn 5, N. Y. 











#3 X-ACTO PEN-KNIFE—$1.90 


#t) X-ACTO KNIFE—60¢ 


a 


#5 X-ACTO KNIFE—$1.20 #2 X-ACTO KNIFE~ 75¢ 


You can draw with a knife. X-acto knives are im- 
portant drawing tools used in many media—silk screen, 
montage, friskets, scratchboard, linoleum blocks, efc. 
And the X-acto knife is also constantly at work for 
you in cutting, trimming and mat making. 


The variety of blade shapes makes X-acto the “knife 
of many uses”... by changing blades in 2 seconds, 
you have a keen, factory-sharp knife. 


Send 25¢c for fully illustrated, 28-page X-acto Catalog. 
48-97 Van Dom Street, Long Island City 1, N. Y. 


\rt Direction / March 1956 








the {INE name in caseins.. , 


BYvniny 
oe 
= 


SHIVA 
CASEIN 
CULORS 


FIN COLORS 
A GREEN - 


4HTHALO) 


¥.. VA 


CTHE §T 


Colors enjoy a leader 


hallenge. Drying in a few hour 


oa sordbigg! S COLORS ° 


ct 


433 West Goethe ago 





Largest Selection! 


Hand Lettered 
Alphabets 


Supplied in multiple letters 
on micro-thin acetate sheets 
with adhesive back 


Letter it with 
AD-letter 


THIS NEW QUICK 
EASY WAY 


Only 
a 


Get Cheets and FREE 


catalog of 117 styles at 
your art supply dealer 


Many new styles JUST UT/ 


Merely cut out letter: 
semble on light blue line, or graph paper- 


ART DIRECTORS-—AD-: letter 
fits any budget and assures 
fast delivery. Ask your art 
studio to set your next job 
in AD-letter. 

ARTISTS—ART STUDIOS— 
AD-letter’s superior quality 
and quick assembly mokes 
it possible to bill at top 
hourly rates at lowest cost. 


if your art supply dealer cannot supply you, write or 
phone Arthur Brown & Bro., Inc., 2 West 46th St., New 
York 36, N.Y.,CO 57100 or AD-letter, 33212 S.Lo Brea, 
Los Angeles 36, Calif., WE 31131 or AD-letter, 159 E. 
Chicago Ave., Chicago 11, Ill., WH 32424. 





Author Thomas D. Hook is Vice Presi- 
dent in charge of sales, at Black Box 
Collotype Studios, Inc., Chicago collo- 
typer. 


collotype Low cost, hi-fi screenless reproductions 





The story of collotype is the dramatic 
story of an amazing and rapidly develop- 
ing reproduction printing process. At 
one time, only a small fraction of the 
production and art graphic people were 
familiar with this printing method. To- 
day, the collotype method of printing 
is being recognized as filling a definite 
need in printing—for economy in short 
runs, with high fidelity. And, it is only 
now finding its rightful place among the 
major printing processes, such as letter- 
press, offset, rotogravure and silkscreen. 

Collotype printing is not a complex 
process—it is simply a method of print- 
ing—known also as photogelatin—that 
permits final reproduction in continuous 
tones without screen dots of any descrip- 
tion. Collotype is an excellent medium 
for reproducing fine originals and _ is 
really the only alternative for achieving 
actual “photographic-like” reproduc- 
tions ...so close to photographic prints 
in appearance, that it often requires the 
keen observation of a technician to de- 
tect the difference. 

The collotype process has an out- 
standing advantage from the standpoint 
of eye appeal—and that is its ability to 
reproduce photographs, paintings, draw- 
ings, in fact every type of artwork, in 
continuous unbroken tones. All that is 
required is the same type of artwork 
that is used for offset reproduction. 

Another advantage is its ability to re- 
produce the softness, the richness and 
fidelity of all tones and details without 
any intervening screen dot. The most 
delicate pastel strokes, and finest wash 
tints are duplicated exactly. There is a 
soft merging of tones which perfectly 
recreate the original subject matter. 

With the problem of cost in the 
graphic art field a constantly recurring 


factor, the economy of collotype is vital. 
By using the collotype printing method, 
it is possible to obtain top quality print- 
ing produced at a surprisingly low cost. 
Collotype is able to make reproductions 
up to 40 by 60 inches without loss of 
detail, in runs of from 100 to 5,000. In- 
expensive gelatin plates are used which 
accounts for the large savings in cost 
over conventional printing plates. 


The mechanics of collotype 


When properly used and understood, 
this process produces extremely satis- 
factory results. Some knowledge of the 
steps involved in the collotype printing 
method will reveal just how it can be 
used to the best advantage. 

The necessity of reproducing subject 
matter with extreme fidelity is always 
a problem that must be faced. The gela- 
tin type of printing plate used in collo- 
type has been so perfected that it gives 
the most exacting reproductions when 
handled under modern, controlled con- 
ditions. 

It is important to know about the 
printing plate used. It consists of a thin 
film of chemically treated gelatin which 
has been flowed over a flexible metal 
plate and then dried. Great care is used 
in the preparation of the gelatin solu- 
tion, and in the coating and drying of 
the plate. After these inital steps the 
collotype plate is then ready to receive 
the image or subject matter to be re- 
produced. 

Smaller negatives are used by most 
other processes but in enlarging to the 
the final subject size, there is a result- 
ing loss in detail and definition. The 


(continued on page 67) 








sCHONBRUNY-| 


670 LEXINGTON AVE. 


Plaza 5-4945 


NEW YORK 22, N. Y. 


Food 


MURPHEY 





Fashion illustration 





How to help 
a young artist get ahead 


The next time a “young hopeful” 
asks your advice about 

a job or a raise... 

tell him to mail this coupon. 





Albert Dorne 


THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 

So why not tell the next young artist who comes in and 
asks for advice to mail the coupon below. Jt will help him 
get ahead faster. 


FAMOUS ARTISTS SCHOOLS 
Studio 41-C, Westport, Conn. 


Norman Rockwell 
Jon Whitcomb 
Stevan Dohanos 
Harold Von Schmidt 
Peter Helck 
Fred Ludekens 
Al Parker 4 
airs 
ann _—., Miss (PLEASE PRINT) 
Austin Briggs Address 
Dong Kingman 
Albert Dorne 


Send me, without obligation, information about 
the courses you offer. 
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CARTOONS 


~ Price, Garrett 
Price, George 
Rea, Gardner 
Reynolds, Larry 
Richter, Mischa 
Smith, (Claude) 
Smits, Ton 
Soglow, Otto 
Steig, William 
Stein, Ralph 
Syverson, Henry 
Taylor, Richard 
Thompson, Ben 
Tobey, Barney 


Adams, Frank Holman, Bill 
Addams, Charles Hunt, Stan 
Baker, George Irvin, Rea 
Barlow, Perry Johnson, Crockett 
Barlow, Tony Keller, Reamer 
Boltinoff, Henry Ketcham, Hank 
Caplan, Irwin Key, Ted 

Cavalli, Dick Kraus, Bob 
Darrow, Whitney ygartin C. E. (CEM) 
Day, Chon Modell, Frank 


Decker, Richard : 
Dedini. Eldon Mullin, Willard 
Nofziger, Ed 


Drucker, Boris 
O'Brian, Bill 


Farris, Joe 
Owen, Frank 


Goldberg, Rube Tobin, Don 
Hershfield, Leo Paplow, Bob Wiseman, Bernie 
Hoff, Syd Partch, Virgil Wolff, George 


Cartoons And Humor For Advertising 


Kennedy Associates, Inc. 


141 East 44th Street, New York 17, N. Y. 
Murray Hill 7-1320 

















IT CAN BE PHOTOGRAPHED 
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206 EAST 65TH ST., NEW YORK 21, N. Y., TE 8-3300 
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Stimulating of ideas 
is conference aim 


The First National Visual Comunica- 
tions Conference aims to stimulate ideas, 
to stir up thinking by ADs and manage- 
ment on problems of mutual concern. 
The June 4-8 affair, sponsored by the 
Art Directors Club of New York, will 
feature two full days of provocative dis- 
cussion. Program chairman Garrett Orr 
lists the following among the topics for 
which speakers are now being lined up. 

First day topics emphasize visual com- 
munications problems and the AD, such 
as Fine Art and Advertising Design, 
New Concepts of Color, Does Cost Affect 
Quality?, Nature of The Creative Pro- 
cess, Operation Manuscript (How the 
magazine AD captures reader interest), 
AD on the Chemical Frontier (pharma- 
ceutical design), Genius for Hire (the 
consultant AD as specialist and trouble 
shooter), What Will Make People See 
Ads in 1957?, Will We Be Ready To 
Produce Good Color TV?, and visual 
communications in international rela- 
tions. 

The second day of talks will be de- 
voted to visual communications prob- 
lems and business. As with the first days 
topics it aims to stimulate thinking on 
visual communication as a method of 
persuasion and the presentation of the 
material will be highly visual. 

Second day topics include Partners in 
Persuasion (place of the AD in forming 
policy), Cooperation on the Coaxial 
(AD-Managemen team in TV), Under- 
standing Taste & Symbols of the Middle 
Income Group, Protecting Ideas, What 
is the Role of Art in Persuasion?, Im- 
portance of Eye Apeal, Research as and 
Aid to the Creative Mind, Is Research 
An Exact Science?, The Human Eye— 
Front Door to the Brain, Designing 
From the Outside In (importance of 
surface design in product design), Brain- 
storming, Analyzing the Analyst. 
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A psychologist is being asked to ex- 
plain to the group “how ideas get into 
the brain.” 

Tentative plans are to present a series 
of talks on the subject of research at the 
forthcoming Visual Communications 
Conference in June. 


Basile heads ADC student lectures 


Matthew H. Basile is chairman of the 
Education and Scholarship Committee 
of the New York Art Directors Club. It 
was erroneously reported in the January 
issue of AD that Robert S. Smith heads 
the committee. 


New York ADs plan 
survey on research 


Research Committee of the New York 
Art Directors Club is planning a letter 
to go to ADs to find out what kind of 
research their organization is doing, how 
the AD has found it helpful, which 
kinds aid him most, etc. 

It is felt that the AD knows too little 
about research, especially in the TV 
field. Having this knowledge and know- 
ing how to apply it will help raise the 
AD's status and improve relations with 
co-workers and clients, according to the 
committee. 


Judging Phila’s 21st Art Directors Club of Philadelphia is exhibiting their 21st 
Annual Exhibition of Advertising and Editorial Art until 
March 16. In the photograph the selection committee (standing) is Charles, Allen, 
John Philip Blank and Carl W. Eichman. Seated is the jury, using the new push- 
button voting method (see December Art Director/Studio News, page 23) Guy Fry, 
Richard G. Cummings, Charles T. Coiner, William E. Fink, and James C. Robertson. 
Credits for committee heads go to: general chairman of the show, Philip Blank; 
selection, Charles Allen; hanging, William K. Sasagowa; chairman of 22nd Annual, 
Charles Allen; special events, Howard Alber; publicity, Michael Lowe; design and 
art, Joseph Gering; advisory, David Marder. 
Show is at the Commercial Museum at 34th and Spruce Sts. 






























































Chicago club sponsors 
outdoor competition 
The 24th National Competition and Ex- 
hibit of Outdoor Advertising Art was 
held January 31 and February 1. It was 
under the auspices of the Art Directors 
Club of Chicago. 

The distinguished jury consisted of 
the following: Edward A. Adams, Art 
Center School; Frederick Boulton, 
J.W.T., (Chicago); George M. Glazier, 
American Oil Co.; Sidney Hamilton, 
Dancer-Fitzgerald-Sample (NYC); James 
Hastings, Campbell-Ewald (Detroit); 
Harold C. Jensen, Tatham-Laird, (Chi- 
cago); John H. Kies, Needham, Louis & 
Brorby (Chicago); Alex M. Lewyt, Lewyt 
Corp.; Richard A. Mancini, Lennen & 
Newell (NYC); L. R. Mange, D. P. 
Brother & Co. (Detroit); Donald J. 
O’Brien, Hiram Walker Inc.; J. W. 
Stack, AC Spark Plug Division, GM; 
Steve Wilhelm, Gulf Brewing Co. 

For the first time the jury included 
leading museum directors from various 
parts of the country: Thomas C. Howe 
Jr., California Palace of The Legion of 
Honor, San Francisco; Horace Jayne, 
Philadelphia) Museum of Art; Lee 
Malone, Museum of Fine Arts of Hou- 
ston; and Daniel Catton Rich, Art Insti- 
tute of Chicago. 

Chairman of the Exhibit Committee 
was Orville Sherman, AD of Foote, Cone 
& Belding, Chicago. 


Pittsburgh joins NSAD 

The National Society of Art Directors 
has welcomed to its fold the iwenty- 
second member club—the Art Directors 
Club of Pittsburgh. The club was of- 
ficially formed in December and was ac- 
cepted into the NSAD in January. It has 
65 members. Pennsylvania now joins 
Ohio, New York and California as a two- 
club state (Philadelphia was one of the 
original NSAD members). 

Officers of the Pittsburgh group are 
Tom Ross, Ketchum, MacLeod & Grove, 
president; Ollie Jochumsun of Herbick 
& Held, vice president; Martha Zeigler, 
Rosenbaum’s, secretary; and Stew Heiss, 
Pittsburgh Ad-Art, treasurer. 


Art Direction book 

due in June 

“Art Direction, the Techniques of Visual 
Communication and Selling”, to be pub- 
lished by the New York Art Directors 
Club, will be out in time for the Na- 
tional Visual Communications Confer- 
ence in June. 

Nathaniel Pousette-Dart is editor-in- 
chief; George Samerjan is making the 
layout; Alberto Gavasci is art supervisor; 
Mitch Havemeyer and Ed Cerullo are 
copy supervisor and traffic director re- 
spectively. 
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Promoted Clark Robinson, president 

of the Cleveland Art Direc- 
tors Club, has been promoted to Direc- 
tor of Art for the Cleveland office of 
Fuller & Smith & Ross. 


chapter clips 


Atlanta: Emil Klumpp, president of The 
Headliners, NYC, showed and explained 
his design for Murray Hill Type for ATF. 


Cleveland: Dong Kingman, spoke, showed 
his film, and demonstrated painting at 
the March 5 meeting. 


Detroit: Emil Weddige, graphic artist and 
associate professor of design at Univer- 
sity of Michigan, spoke on Lithography 
at the Jan. meeting of the club. 


Les Angeles: “What threat does television 
represent to magazine circulation?” was 
the subject of a recent meeting of the 
club. Speakers from both sides of the 
question were present for a panel discus- 
sion .. . 11th Annual Show closed on 
March 11. Winners will be presented in 
the April issue of AD. 


New York: Seven new Life Members of 
the club were named: Park Berry, Wal- 
ter B. Geoghegan, Carl Georgi, R. B. 
Gillis, James D. Herbert, William L. 
Longyear, and Sidney A. Wells. 


Washington: Ralph Patterson, AD of Na- 
tion’s Business, and Asdur Takakjian of 
his staff, put on a special show, “Putting 
the magazine to bed”, for the student 
body in the Corcoran Gallery Audit- 
orium .. . New members: Dick Richard 
of Dick Richard Commercial Art Studio; 
Ray A. Sullivan of National Automobile 
Assn.; T. K. Martin of Review and Her- 
ald Publication. Associate member: Dora 
B. Schaefer of Presentation Inc. A new 
roster of membership is being prepared 





by Chuck Behrens . . . Charles Rotkin, 
Photography for Industry, addressed the 
Club at the Jan. meeting. 


Imagination + research 


Researcher Daniel Starch finds that crea- 
tive thinking and research work to- 
gether, that they do not exclude each 
other. In a recent Printers Ink article he 
said, “There is no substitute for imagina- 
tion in creating advertising. Likewise 
there is no substitute for research to test 
the product of “creative imagination. 
Imagination creates new things. Re- 
search finds out whether they work and 
why.” 


Advocates super-duper markets 


Tinted lights, wall-to-wall carpeting, 
wood-paneled walls, brass fixtures, chan- 
deliers, arresting window displays—these 
will characterize the super-market of 
tomorrow, according to Herbert Ross, 
industrial designer and vice president of 
Custom Displays, New York. “Women 
are the home makers and food buyers,” 
he explains, “and food is associated with 
the home. Therefore, it should be pre- 
sented for sale in a home-like atmos- 
phere. To achieve this, a market should 
be designed as a unit, with one basic 
decorative theme and variations of that 
theme.” He feels that the home-like at- 
mosphere should be enhanced with more 
appetizing window displays. 


“I get lost in wine cellars," says Dagmar 





anti ; a4 
‘All | know is Virginia Dare Wine sure tastes good!" 


4 
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Photographer designs Alan Fontain: 
ad series was both pho 

tographer an 
designer of the current ads for Virgini: 
Dare Wine. The series uses a testimonia 
content, with a large photograph of : 
celebrity in a wine cellar. The campaigt 
was conceived by David B. McCall, Davic 
J. Mahoney Adv. 
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Avant garde illustration Will illus- 

tration re- 
capture fields taken by photography? 
N.W. Ayer’s gallery recently had an ex- 
hibition of illustrator Ray Prohaska’s 
paintings and drawings which exemplify 
the creative experiments that keep illus- 


Pre-tested choice 
out for the Christ- 


mas ad for Prudential was selected from 
three pre-tested by Crane Researchers. 
Mr. Loeser is AD at Calkins & Holden. 
Photographer was Becker Horowitz. 


'V can advance culture, 
ays Princetonian 


’eople are increasingly getting their in- 
ormation from pictures rather than the 
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Peter Loeser’s lay- 


trations fresh and exciti 
of the paintings anv 
thought its ADs ought to see. 


printed work, according to speakers at 
the “Communication of Ideas” confer- 
ence of the Association of Princeton 
Graduate Alumni. 

One reason given was that the sheer 
bulk of printed material is so overwhelm- 
ing that people turn to images and pic- 
tures for entertainment and knowledge. 

It was urged that the snobbery about 
television be dropped, that, in spite of 
the mechanical difficulties, art can be 
brought to large numbers of people in 
such a way as to enrich their lives. It 
was felt that color fidelity is less import- 
ant than increasing the appetite of the 
public to see the paintings themselves. 


Art Materials show in April 


Art-O-Rama, trade show of the National 
Art Materials Trade Association, will be 
held April 11-14 at the Statler Hotel, 
New York. There will be clinics, forums 
and speakers, as well as the show. 

Another feature of the convention 
will be the presentation of the Associa- 
tion’s National Art Award to an out- 
standing American for his contributions 
to the field of art. 

Thursday afternoon, April 12, has 
been set aside especially for artists and 
art directors to visit the show. 


Here are two 
srawings Ayer 


Design and printing show 
opens at AIGA next month 


14th Design and Printing for Commerce 
Exhibition and the 50 Advertisements of 
the year are being judged for showing in 
April. Sponsored by the American Insti- 
tute of Graphic Arts, the shows, include 
a wide range of material—brochures, 
letterheads, catalogues, reports, house 
magazines, ads, etc. Entries are judged 
for quality of design, reproduction and 
typography. 


Jury for the Design and Printing for 
Commerce Show consists of Mildred 
Constantine, Museum of Modern Art; 
Souren Ermoyan, Lennen-Newell; Allen 
F. Hurlburt, Look; Herb Lubalin, Sud- 
ler & Hennessey; G. Don Shure, McCann- 
Erickson; Jerome Snyder, Sports IIlus- 
trated; and Charles Tudor, Life. 


Judging the 50 Advertisements of the 
Year are Vincent Di Giacomo, Grey 
Adv.; Herbert Matter, designer and pho- 
tographer; Paul Rand, designer; and 
Edward Rostock, Irving Serwer Adv. 

Chairman of the show is Louis Dorfs- 
man, CBS-Radio. Gene Federico of 
Douglas D. Simon designed the an- 
nouncement brochure. 








7, New measure ofa mans good sense 


POADMASTER 


Cloaked in dark tones, the announcement ad for Buick 
1956 Roadmaster has a distinct masculine approach. ‘The 
weight and design of the car are brought out because of the color and the lack of 
detail. According to AD C. G. Cristensen (Kudner, NYC), the customer wants to 
know what the car looks like, and he feels that the ad, as painted by A. M. Fitz- 


Mysterious elegance 


patrick Jr., speaks for itself. 


Hlint...for the best 


High fashion approach was used for present- 
ing Hunt's tomato catsup in this double 
spread. Four-color tones of the white china and modern silverware were muted to 
provide a soft background for the red bottle of catsup. The only copy was “Hunt 

lor the best. The prestige-style ad appeared in Vogue. Art director was Robert 
Wheeler of Y& R. Los Angeles. Photograph was taken by Max Yavno. 


Fashion setting for food product 
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AAAA signs consent decree 

ending anti-trust action 

The Department of Justice civil anti- 
trust suit against the American Associa- 
tion of Advertising Agencies and _ five 
media associations was settled with re- 
spect to the 4A’s with the signing of a 
consent decree. 

Phe 4A’s is enjoined from certain spe- 
cified actions alleged in the complaint 
to be violations of the Sherman anti- 
trust act. The association, while signing 
the decree, denies the offenses charged 

It is “enjoinéd and restrained” from 
any agreement or understanding: 


(1) Fixing, establishing or stabilizing 
agency commissions, or attempting so t 
do; (“Commission” is defined in the 
judgment as the “amount” of commis 
sion) 

“(2) Requiring, urging or advising 
any advertising agency to refrain fron 
rebating or splitting agency commissions 


(3) Designed, in whole or in part 
to deny or limit credit or agency com 
mission due or available to any adver 
tising agency; 

(4) Establishing or formulating, o 
attempting to establish or formulate, an 
standards of conduct or other qualific: 
tions to be used by any media or any 
association of media to determin: 
whether media should or should not do 
business with, recognize or approve an\ 
advertising agency; 

(5) Designed to cause any media not 
to do business with, not to recognize ot 
not to approve any advertising agenc) 

(6) Fixing, establishing or determin- 
ing advertising rates to be charged ad 
vertisers not employing an advertising 
agency; or attempting so to do; 

‘(7) Designed to have media adhere 
to published advertising rates or rat 
cards; 

(8) Requiring, urging, or advisit 
any advertising agency to refrain fron 
submitting advertising copy, art work, 
illustrations, detailed plans, market st 
veys or similar material to any nation 
advertiser in the solicitation of a ne 
account”. 

Other defendants to the action ha 
denied the charges and are not signi 
such a consent decree. It is expected, he 
ever, they w ‘I negotiate and settle the 
differences with the government with« 
voing to trial. 

Frederic R. Gamble, 4A preside 
points out the settlement “need hi 
no serious effect on advertising, since 
does not affect advertising agencies 
their individual agency operations.” 
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Seuthern Pacific 
bauls more 

of Americas 
perishasie tog 
to market 

than any other 
ravtroad 


“With so many adver- 
tisements in today’s 
magazines using high 
key and diffused photography, it is felt 
that this series, using bold postery art- 
work, would stand out by virtue of its 
own style,” states AD Frederick Cole 
(FC&B, San Francisco). Each of the ads 
in the Southern Pacific campaign was 
designed to portray an idea with such 
visual impact that the message comes 
off to the reader even before copy is 


Art departure 
stands out 


boo) NIN 





Accents positive motives 


read. Simplicity of both idea and art 
treatment were of prime importance. 
For a client such as a railroad and for 
a campaign with the emphasis on 
freight, shipping and a progressive atti- 
tude, this particular style of layout and 
art seemed to be an ideal solution. 

Other ads of the series emphasize to 
business and financial leaders and execu- 
tives of the industries with which the 
RR does business, individual features of 
the railroad’s post war story of pro- 
gressive technological developments. 

Art for this ad was by Larry Rehag, 
Logan & Cox. 


New art service 
offered advertisers 


More than 35 categories of art services 
are available through newly formed Free 
Lance Artists Unlimited. More than 100 
artists have already enrolled in this new 
service, founded by Carl Hewitt. 

Mr. Hewitt was a studio representa- 
tive in New York until 1948 when he 
opened Bruno-Hewitt Corp., an art serv- 
ice organization. 

Free Lance Artists Unlimited was 
started just a few months ago. It offers 
free-lance art services at the clients 
premises or at the artists studio; day, 
night, weekend service; and classifies its 
100 plus artists by hourly rate so that it 
can supply the client promptly with an 
artist capable of doing the work, when 


~ EASY MIND 


Vutual ( > 


Theme of current advertising for Mutual of Omaha 


is “Buy with an Easy Mind”. Five top illustrators were 
ised for the big campaign—Joe Bowler, Milton Wolsky, Joe DeMers, Bob Hilbert 
ind Freeman Elliott. All national advertising uses the new theme, as well as TV 
ommercials, radio, booklets and newspapers. Shown here is a spread in full color 


rom Life. Bowler did the illustration. 


H. C. Carden, Vice President in charge of Advertising for Mutual of Omaha, 
tated that “since the program is built around a single dominant idea, we felt it 
eeded dominant space and the best in illustration.” 
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and where needed and within the budget 
requirements. 

The artist sets the hourly rate or the 
per job fee, and works in direct contact 
with the client. For further information 
call Mr. Hewitt at LO 5-2987 or write to 
him at 125 W. 41st St., N. Y. 36. 


Hershel Bramson, AD of 
Lawrence C. Gumbinner 
Advertising, has been elected vice presi- 
dent of the agency. Mr. Bramson was 
formerly art director for Look and Flair. 
He joined Gumbinner in 1953. 


Named VP 


New approach to comics 


Trumpet books, published by Sam’l 
Gabriel Sons & Co., has emerged as a 
new project in the field of juvenile read- 
ing. They are the same size as comic 
books, are better printed, better written 
and edited and are illustrated with less 
trashy art. Reader's Digest cited the new 
books for their contribution to cleaning 
up the comics. 

Editor Will Roberts, who also buys 
art, suggests that artists, before submit- 
ting samples, obtain a copy of the book 
to study the special format and require- 
ments. Covers are 4-color process, real- 
istically rendered; inside pages are 2- 
colors. 


Color movie film 
used for TV news spots 


First extensive use of 16mm Anscochrome 
motion picture color film for TV “spot 
news” coverage were revealed by NBC's 
News Caravan. This is something new in 
dramatizing news coverage, and is made 
possible by the speed of the film and its 
quick processing time. 
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Whe cares heew much the Governor weighs? 





' 

j My wi thnit socks like the Governor 
! 

' 





3 Escouine Socks 
Esquire Socks z — 


Sock’s on the other foot Convinced that the time is ripe for a new approach 
to men’s sock advertising, Esquire Socks has launched 
a large-scale program to introduce its new Governor stretch sock. Departing from 
the heavy merchandise display usually seen, the ads feature a series of characters 
asking provocative questions about the product. Idea is to give an individual 
identity to the brand. 
AD is Stuart Green, Daniel & Charles; photographs are by Lester Bookbinder 
(who, by the way, was an “upcoming photographer” in the October AD&SN). 
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Contemporary drawings to be shown 
at Museum of Modern Art 


Recent Drawings U.S.A. will open April 
24 at the Museum of Modern Art, New 
York. This unusual exhibition and sale 
of more than 125 drawings selected from 
5000 entries will be on view through 
August 5. 


Newspaper raps TV 


Metro Sunday Comics recently had a full 
page ad strongly expressing the opinion 
that “TV is such an ‘iffy’ thing!” Tone 
of the ad pits the circulation and reader- 
ship of Sunday comics against the al- 
legedly unreliable medium of TV. 


Industrial photographers form group 


A national organization of industrial 
photographers, believed to be the first 
of its kind in the world, has been 
formed under the sponsorship of the 
Photographers’ Association of America. 

Besides being an organization for the 
sharing of skills and techniques of pho- 
tographers over the country, the new 
group will hold periodic courses, operate 
lecture and placement bureaus, conduct 
an annual exhibition and conference. 

The first Industrial Photographic Con- 
ference will be at the Conrad Hilton 
Hotel in Chicago, July 22-27. 

A brochure describing the new organ- 
ization is to be issued in the near future. 
It will be available from Glassner & As- 
sociates, 35 E. Wacker Drive, Chicago 1, 
Ill. 


“Image” expands 

Beginning with the January issue, Jmage, 
Journal of Photography and Motion Pic 
tures of the George Eastman House, be 
came available to the general public witi 
membership in the George Eastmat 
House Associates. 

Now in its fifth year of publication, it 
has expanded its editorial coverage, ac 
quired a new format, increased its siz: 
and readership. 


Bluebook to suspend 


McCall Corp. will end publication « 
Bluebook Magazine with the May issu: 
Reasons are the increase in productio 
costs, especially of paper stock. Other d 
visions of McCall will be expande 
These include mechanical departmen’; 
such as printing, photoengraving an 
electrotyping. 


Light touch in the news 


Animated Cartoon Sales is working © 1 
animated films of events in cartoon sty 2 
for use by newscasters in presenting t! 2 
humorous side of the news. They will | 
available for daily syndication throug - 
out the country. 
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ABCDEFGHIJKLMNO 
ABCDEFGHIJKLMNO 
abcdefghijkimno 
abcdefghijkimno 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 


abcdefghijkimnopqrstuvwxyz 
abcdefghijklmnopqrstuvwxyz 


Specimen of Trade Gothic 1234567890 
Specimen of Trade Gothic 1234 
Specimen of Trade Gothic 1234 





NEW TYPE FACES: Intertype Corp. has 
brought out a sixth weight of Futura, 
Extrabold in 18 point and in 12 point 
with oblique. News Gothic Condensed 
with Bold Condensed is now available on 
the Intertype in 12 points. 

Merganthaler Linotype Co. is intro- 
ducing Trade Gothic, a new American 
sans serif series. It is now available with 
bold in 8 - 12 point sizes, will range from 
6 - 14 points including odd sizes. Con- 
densed and Extra Condensed, each with 
bold, will be offered from 6 - 36 points. 
for booklets and specimen showings 
write the company at 29 Ryerson St., 
Brooklyn 5, N. Y. 
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bulletin 


ALUMINUM FOIL GUIDE: Booklet prepared 
by Reynolds Metals Co. describes how 
to design and how to render on alumi- 
num foil. Written by Styling and Design 
Director James Birnie, the booklet in- 
cludes foil samples showing effects that 
can be produced and includes data on 
the latest developments in printing on 
foil, especially at high speeds for maga- 
zine inserts and packaging. 

Some of the key facts are: 
1. aluminum foil has no color of its own 
but vibrantly reflects other colors and 
lights. 
2. all colors except black and white may 
be laid on in either transparent or 
opaque versions. Black and white must 
be laid on opaque. 
3. the foil is available in a variety of 
bright, dull and embossed finishes. 
4. overlapping of colors can blot out a 
color or produce additional color effects. 
5. body copy is difficult to read on foil, 
is best printed over an opaque color or 
white background. 
6. superb pattern effects can be pro- 
duced. 
7. process color work can be printed on 
foil on standard letterpress, offset or gra- 
vure equipment. 


SILK-SCREEN PRESS: New screen process press 
automatically screens textile and paper 
products in two or more colors in a single 
operation. Infra-red dryer eliminates need 
for rack drying. American Automation, 
Inc. 175 W. Jackson Blvd., Chicago 4. 


FLOOR MODEL TYPRO: The Typro photo- 
graphic lettering machine is now avail- 
able in a floor model. It has a cabinet base 






with built in darkroom and storage space. 
Proofs can be composed on film or on 
paper, in reverse or in positive, all in 
ordinary room light. Halber Corp., 4151 
Montrose Ave., Chicago 41, Il. 

















PROTYPE: A new, low-cost machine for 
setting display and headline type photo- 
graphically, ProType will be distributed 
exclusively by Merganthaler Linotype 
Co. It combines a wide variety of faces 
and sizes (10,000 now available) with low 
cost and quick, simple operation. Size 
range is from 18 to go points for all faces, 
with some available down to 6 points. 

Machine is light weight, compact, 
works on 110 volts AC. Exposure and 
development can be carried out under 
ordinary room lighting. 

ProType also makes possible such re- 
finements as letterspacing, word spacing, 
justifying, mixing faces in a line, and 
kerning. Uses film, glossy or standard 
paper. For information, write Mergan- 
thaler at 2g Ryerson St., Brooklyn 5, 
New York. 














Walt Disney In his 28 years in 
Hollywood Walt has entertained 
and informed with such varied 
productions as the Mickey Mouse 
cartoon and Fantasia (being re- 
released in 1956), Davy Crockett 
and The Living Desert. His Acad- 
emy Awards of recent years em- 
phasize the nature and documentary 
films he haa produced, including 
Seal Island, Beaver Valley, Natures 
Half Acre, Bear Country, and Water 
Birds. As if to show he hasn't lost 
the light touch, his most recent 
achievement is the opening of Dia- 
neyland and a succesaful TV series. 
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th NSAD 


award 
nominees 





The 21 member clubs of the National Society of 
Art Directors have nominated 11 candidates for 
the 1956 NSAD Award. Since Paul Sherrif won the 
first award in 1948 the meaning of this award has 
grown in significance. 1953 winner Arthur Lougee 
once wrote in this magazine, “For an art director 
there is no professional recognition to be more 
valued than this.” 

Aside from the personal recognition Mr. Lougee 
saw in the balloting an evidence of the NSAD 
in action, of responsive membership. He wrote, 
“The award is the proof of the being of the art 
directors who give it . . . it notifies the world at 
large not only that there is an Art Director of 
The Year but that there are Art Directors year 
after year.” 

To help all NSAD’ers vote, Art Direction pre- 
sents the following biographical and pictorial data 
on the 11 nominees. Actual voting will be on ballots 
being distributed by the NSAD through the mem- 
ber clubs. The actual award will be made the week 
of June 4 as part of the program of the First 
National Visual Communications Conference. 
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Andrew Armstrong Andy Arm- 
strong is a member of the 
Board, Vice President in Charge of 
Creative Services (print copy and 
art, TV copy and art and film pro- 
duction) of Chicago’s Leo Burnett 
Co. Born in California, studied in the 
East at Rutgers and Parsons School 
of Design. First ad job was with the 
Getchell agency in 1931, first medal 
was a gold one, shared with Robert 
Fawcett in 1936. Moved to Blackett- 
Sample-Hummert in 1937 and joined 
Burnett in 1946. He _ established 
Pillsbury’s Cheltenham display style, 
giving all their ads a family look, 
encouraged the use of bigger and 
bigger cakes and helped develop 
Pillsbury’s curent “pedestal” ads. 


Wallace Elton For two years 
(1953-55) Wally Elton was presi- 
dent of the NSAD. He made 
time to travel extensively from 
club to club and in so doing helped 
build and strengthen the organiza- 
tion by adding personal contact and 
warmth to the ties that bind the 
member clubs together. Mr. Elton 
s AD and vice president at J. Wal- 
‘er Thompson Co. and group head in 
Yopy and TV. He has served such 
recounts as Pan American, Ford Mo- 
or, Douglas Aircraft, Eastman Ko- 
lak Co. Ford’s Wow-Bear has been 
n all ad media for 5 years now. 
{raft’s little TV-Cameraman has 
rademarked every Kraft TV theater 
resentation since 1947. 
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Charles T. Gerhart As AD of 
Packaging and Advertising for 
Proctor & Gamble he heads a 
team of 7 assistant AD’s and works 
with 7 agencies and 2 industrial de- 
sign consultants. With P&G since 
1928, he has hie share of ADC 
awards, was charter president of 
the Cincinnati club, is past president 
of the NSAD, ia on the Advisory 
Committee of the Applied Arts 
School, University of Cincinnati, and 
is active in many civie and chari- 
table groups. 
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James N. Hastings A_ west-coast 
AD until three years ago, Jim HEVROLET DEAL ye 


| Hastings had his first agency job Ce 
with Bowman Deute Cummings. me 
N’ 


Headed the Honolulu office 1939-41 
and the Puget Sound Navy Yard ; ] CH EVRO LET Le 
art dept. until 1945 when he > n ew e ngines ! in 


joined McWilkins, Cole & Weber 





in Seattle. In 1947 he joined R. W. Th 
Webster Advertising in L.A. He was his 
born in Seattle and studied at Cali- jor 
fornia School of Fine Arts in San ph 
Francisco. Three years ago he came anc 
East, joined Campbell-Ewald in De- int 
troit where he’s been concentrating tem 
on the Chevrolet account ever since. Ha 
ma: 
UR CHE\ 
| 
' 
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John A. Groen For the past 11 
years he has been Foote, Cone 
@& Belding AD in Los Angeles, 
winning more than a score of 
national and regional awards for 
ade created for Lockheed Aircraft, 
Walt Dianey Studios, Capitol Rec- 
ords, Hughes Aircraft, Cole of Cali- 
fornia, Bullock’s Downtown, and 
Breast O’ Chicken Tuna. He studied 
at Art Center School in L.A., then 
freelanced before joining FC&B. 


Egbert Jacobson For the past 21 
years he has headed Container 
Corporation of America’s Depart- 
ment of Design. He was born in 
NYC, studied at Art Students 
League, became AD at N.W. Ayer 
in Philadelphia then for JWT in 
New York, and finally to Lord & 
Thomas in Chicago where he opened 
his own design and art studio before 
joining Container. He is a painter, 
photographer and student of color 
and in 1948 wrote “Basic Color”, an 
interpretation of the Ostwald Sys- 
tem. He also co-authored the Color 
Harmony Manual and edited Trade- 
mark Design, published in 1952. 
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Will Johnson Director of Creative 
Services and co-founder of Baker/ 
Johnson & Dickinson, Milwaukee ad- 
vertising agency established in 1946, 
Will Johnson was educated at the 
Art Institute of Chicago. He has 
had a varied career as designer, pho- 
tographer, painter and was for 8ev- 
eral years art director of Milprint, Inc. 
He has won various awards and ci- 
tations for excellence of advertising 
layout and package design. Mr. 
Johnson also judges art competi- 
tions, guest lectures in advertising 
design for the University of Wis- 
consin, is a charter member and past 
president Art Directors Club of Mil- 


waukee. 


Norman Mclaren Most recent 
award won by a McLaren film is the 
’ “Palme d'or’, top prize for shorts at 
the Cannes International Festival. 
It was given for work on “Blinkity 
Blank”. Mr. McLaren is shown at 
work here on a forthcoming film, 
“Rhythmetic.” A Scot by birth, Nor- 
man McLaren came to the National 
Film Board of Canada in 1939. He 
has become internationally known 
for his experiments in animated 
sound and for perfecting a technique 


of drawing directly on film. 
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Marshall H. Lane for the past 18 
years he has been associated with 
Coca-Cola advertising, first with the 
Atlanta office of D’Arcy Advertising 
and for the past 11 years as Coca- 
Cola AD of point-of-sale advertising. 
He also was AD at McKesson & Rob- 
bins for six years. Art training 
started in the Louisville, Kentucky 
School of Art and was continued in 
Chicago. He is a past president and 
charter member of the Art Directors 
Club of Atlanta. 
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Ralph Patterson AD of Nation’s 
Business since 1952, he started his 
career 25 years ago in Arkansas. 
Has run his own studio, done news- 
paper and magazine illustration and 
design, caricatured Washington 
VIP's. Studied at Little Rock Art ; nssieia nannies 
League, Corcoran Art School and ensues waster 
Phillips Gallery Art School. Past t : ; < 

president of the Washington, D. C. 
AIGA chapter he’s also won several 
AIGA and ADC awards in the past FIVE STEPS TO 
few years. STOP STRIKES 


Natiogs Pines 


ss“en may ese 


A MAGAZINE FOR & 


FUTURE OF AMERICA 


CHAMBER COLLEGES 
BUILD BETTER TOWNS 
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upcoming artist 


GilWepunr, 





Gil came to New York in September 1955, from Washington, D. C., 
where he was an active member of the Art Directors Club. 
28 years old, he won Gold Medal awards in the 1954 and 1955 
Washington ADC shows, also won awards of distinctive 
merit, and his work has been shown in the New York 
Art Directors Club exhibit. 
Just before coming to New York he was commissioned by 
Air Force Magazine to do an on-the-spot sketchbook series 
on the Air Force Association’s 1955 Convention and 
Air Power Panorama in San Francisco. His work has appeared in 
Nation’s Business, The Reporter, Johns Hopkins Magazine, 
U. S. News & World Report, among others, and in ads 
in New Yorker and Esquire. 
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“DIXON BEST” lead 
a. Brown 343 
Here's the best you can buy: smoother, stronger, longer- 
lasting Dixon Best! Even in texture, sparkling in color, 
it’s a perfect color pencil for broad strokes and bold as 
masses. Artist, architect, draftsman, engineer .. . all 
deserve DIXON BEST! Slate Gray 33145 
Your dealer will supply 


© WATERPROOF — FADEPROOF — SMEARPROOF 
¢ HIGH VISIBILITY © SHARPEN EASILY 
¢ COLOR UNIFORMITY °* HOLD POINTS LONGER - 


Round shape, dozens in “% gross boxes, and in 
7, 8, 12, 24 and 36 color assortments. 





you with Dixon Best Color 
Pencils .. . see the “colorful 
difference” today! 


al 





Pencil Sales Division-CP-1 THE JOSEPH DIXON CRUCIBLE COMPANY, JERSEY CITY 3, N. J. 
DIXON PENCIL CO., LTD. Newmarket, Ontorio, Canada 


Black 331 


ed 











24 Sparkling Colors 
Blendable when wet — erasable when dry 


Dixon Anadel color pencils leave an indelible impression 
on every user! Once you try them, you'll always buy them! 
They're unusually strong, incomparably smooth in texture. 


e SHARPEN EASILY 


« HIGH BRILLIANCE 
« HOLD POINTS LONGER 


+ UNMATCHED SOLUBILITY 
Rounded hexagon, dozens in % gross boxes, and in 





8, 9, 12 and 24 color assortments. 


Your dealer will supply 
you with Dixon Anadel 
Color Pencils . . . see the 
“colorful difference” today! 
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Joe is 22 years old, works out of Erie, 
Penna. He was born in Erie, studied art 
at Cathedral Prep, St. Benedicts Acad- 
emy, then studied pho:ography at the 
School of Modern Photography in NYC. 
Two years ago he formed his own studio, 
Balbuza of Erie, doing much travelling 


for industrial clients such as Ansco, Gen- ~~ 

eral Electric, NuBone Corsets, Halles, e Ae. 

and Griswold. He has won top awards in 

contests sponsored by Eastman Kodak 

and by Ansco. He aims at being an artist upcoming photographer Joseph Balbuza 
with a camera and is diversifying his cli- 

ents to include fashion, food and still-life 

as well as illustrative and industrial pho- 

tography. Side interests include interior 

decoration and television. 
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the newest profession = = = how 10 years of NSAD leadership has banc'¢ 


Arthur Hawkins, who writes here about 
the growth of the NSAD, should know. 
He was its charter Secretary-Treasurer for 
7 years and is now on its Advisory Coun- 
cil. He’s a past president of the Art Di- 
rectors Club of New York, founder and 
charter president of the Consulting Art 
Directors Association, and AD at Albert 
Frank-Guenther Law agency. Mr. Haw- 
kins was also largely responsible for the 
affiliation between this magazine and the 
NSAD. 


The oldest profession had its origin, so 
some say, about 4,000 years ago. 

Art direction is one of the very newest 
professions, dating from around 1910. 
Some say there is a close relationship be- 
tween art direction and that other great 
profession. But I disagree. 

There are, to be sure, certain similari- 
ties; first off there’s the money; and 
there’s the subjugation of creative im- 
pulses to the will of the man on top—the 
man who pays the bill. And then there's 
the nearly uncontrollable tendency on 
the part of both of these professions to 
indulge in exhibitionism. 

Here the similarity stops. The urge to 
exhibit one’s own qualifications—to hold 
them up to one’s neighbor for approval 
—is thoroughly understandable, but this 
new profession has taken to displaying 
not alone its own qualifications and at- 
tributes, but those of other related pro- 
fessions as well. 


The first show 


The first occurrence of this practice 
was shortly after the turn of the century, 
and took place in New York. At that 
time, the records state, art for advertis- 
ing’s sake was so dull, and commercial 
artists were held in such low esteem that 
one might be inclined to wonder at the 
boldness of such a venture as an exhibi- 
tion of advertising art. But the art direc- 
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thousands of ADs, coast to coast, into an organized profession 


by Arthur Hawkins 


tors who sponsored this extraordinary 
venture—who showed, not their own crea- 
tive accomplishments but the paintings 
and drawings purchased from outside 
sources seented to know what they were 
about. They seemed to know that to put 
this work on display—to subject it to the 
concentrated scrutiny of the public—was 
to stimulate a greater effort from the 
artists; to attract competitive talent to 
the field; to broaden the market for finer 
quality and more varied work; to im- 
prove the overall visual quality of adver- 
tising; and thus to better their own 
standing in advertising. 

This exhibition, and others that fol- 
lowed, did just that. They helped make 
New York the undisputed center of world 
advertising and attracted skilled, talented 
and ambitious artists from all over the 
country. 


NSAD is born 

An organization of art directors was 
formed. Dedicated to the continuance of 
this upgrading process (see article I, 
paragraph 1 of the constitution of the 
Art Directors Club of New York), this 
new club set up exhibitions on a regular 
yearly basis, and issued regular annual 
art publications reproducing the con- 
tents of these shows, sponsored lecture 
programs to discuss and promote visual 
communication methods and practices, 
and introduced a new practice of co- 
operation with art schools for the train- 
ing of students to fill the needs of adver- 
tising. 

Art directors in New York had done a 
pretty good job for themselves. Their 
stature within business had risen sharply 
—they emerged from the remote recesses 
of the back room and were even on oc- 
casions permitted to come into contact 
with clients. Salaries went up. Some art 
directors were honored with the title of 
vice-president. Some actually became 
members of the firm. 

It was inevitable that the word of such 





success should get around and clubs soon 
appeared in other cities: first in Phila- 
delphia, then in Chicago, and in Boston, 
and later in Los Angeles. 

It didn’t happen right away, but the 
notion eventually arose that if the art 
directors of a city could benefit them- 
selves by grouping together into a club, 
the clubs across the country might well 
profit by organizing on a national scale. 

The National Society of Art Directors 
did not come easily. Legal problems, 
problems of incorporation and of pro- 
cedure, problems of organization, of club 
representation, of officer election and of 
finance all had to be resolved. 

By the time all these details had been 
worked out and the society was open for 
business, other clubs, anticipating mem- 
bership in a national set-up, had started 
to organize. The growing process was 
under way. New clubs from the deep 
South, from the mid-West, from Canada 
sought and gained affiliation. 


Inter-club communication 


As the organization became more wide- 
spread, a means of communicating 
among affliated clubs, the need of which 
was apparent almost from the outset, be- 
came indispensible. An upcoming New 
York magazine, named Studio News, was 
invited to become the official organ and 
serve as this bond between the clubs. 
The challenge accepted, this new pub- 
lication soon had art directors across the 
nation discussing occupational problems 
with each other, voicing complaints, 
broadcasting opinions; and quickly de- 
veloped into a mature professional me- 
dium providing insight into all matters 
of interest to art direction: reader re- 
search practices, trends and procedures 
in photography, layout styles, advertising 
practices, reproduction techniques, the 
newest type faces... 

And the National Society of Art Di- 
rectors caught fire! Clubs began to spring 
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up all over the country—each under its 
own constitution and bylaws strictly 
tailored to conform to NSAD require- 
ments. The original five clubs struggling 
in 1945 for national unity and recogni- 
tion miraculously developed into a net- 
work of 22 in a little more than 10 years 
—22 clubs comprising more than 2600 
members, extending their influence from 
the Pacific Northwest to Florida, from 
Eastern Canada to Southern California. 

Dating from the birth of Christ it took 
ninteen hundred and twenty years to 
produce the world’s first AD club. Yet 
the 22nd followed in only 35 years! 

It is significant that art directors, them- 
selves in the communication business, 
leaned so heavily on communications to 
bring about this rapid expansion on the 
regular yearly exhibitions of their work, 
on the annuals reproducing this work 
and on the publication of a nationally 
distributed magazine. 


JEC established 


Communications made possibie the 
adoption on a nationwide basis of stand- 
ard Code of Fair Practice. A simple, 
logical and comprehensive set of rules 
formulated by the Joint Ethics Commit- 
tee in New York has been put to work in 
22 cities preventing and solving problems 
and misunderstandings that all too often 
have arisen between buyer and seller of 
art. Space limitations bar citing case his- 
tory examples of how dignity and order 
have come to replace slipshod, thought- 
less and even unethical business prac- 
tices, but one thing is certain—all over 
the country the profession has benefitted 
beyond calculation through this unity of 
action. 

This national organization has made 
possible, too, an improvement in Ameri- 
can art education. Clubs in many com- 
munities have thrown their weight be- 
hind local schools to help them train art 
students better equipped to supply the 
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practical needs of advertising and pub- 
lishing. This they have done by offering 
their services as teachers, by serving on 
school advisory boards, by organizing or 
participating in educational television 
programs and lecture courses, by offering 
scholarships and other inducements to 
especially talented students. And through 
its Educational Committee the National 
Society of Art Directors is working per- 
sistently with government agencies in 
Washington to establish national stand- 
ards of accreditation. 

Visual advertising has never been so 
mature, so well balanced, so well plan- 
ned, so varied in its appeal, so closely 
geared to the problem of the seller, so 
well understood and so well appreciated 
by the public. All this is because art di- 
rectors have become better artists, better 
directors, better salesmen, better tech- 
nicians; because they are more skillful in 
fulfilling the requirements of clients, 
more conversant with other advertising 
departments, with the artists and photog- 
raphers from whom they buy; more con- 
versant with each other, and with the 
preferences, habits and demands of the 
public. 

This upgrading of art directors within 
their companies, within their communi- 
ties, across the country, could have come 
about only through the inspiration of 
group operation . . . and through the 
stimulus of a nationwide organization. @ 
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. New York, 1945 

. Philadelphia, 1945 
. Chicago, 1945 

. Boston, 1945 

. Los Angeles, 1945 


Toronto, 1948 


. Detroit, 1948 

. Nashville, 1949 

. Cineinnati, 1949 

. Minneapolis, 1956 


Baltimore, 1950 


. San Francisco, 1951 
. Atlanta, 1951 

. Cleveland, 1951 

. Montreal, 1952 

. Rochester, 1952 

. Seattle, 1953 

. Kansas City, 1953 

. Milwaukee, 1954 


Washington, 1954 


. Miami, 1955 
. Pittsburgh, 1956 








NSAD activities roundup 


Throughout the year each NSAD mem- 
ber club engages in a full program of 
professional and social activity. Some of 
the events of one club provide an idea 
for a program for another. It is with this 
in mind that Art Direction asked all the 
member clubs to send in a report of their 
past years activities, in thumbnail form, 
to help compile an idea exchange for all 
clubs. Excluded from the followine re- 
ports are the obvious annual shows which 
are fully reported throughout the year. 
Included are reports from some of the 
clubs on business conditions and Joint 
Ethics Committee activity in their areas. 





Atlanta 

Thurman O. DuVall reports “Both art 
and advertising has been good during 
most of 1955... a slight drop in work 
during the summer caused many free- 
lancers a couple of months inactivity. 
Several artists from other cities have 
moved to Atlanta during '55 and three 
new Art Studios are doing a good job. 
. .» There is not much chance for spe- 
cialization in Atlanta unless it is with a 
studio. Most freelancers have to be able 
to do gencral work.” 

Little need for a JEC (Joint Ethics 
Committee) is seen as the few disputes in 
recent years “are apparently solved be- 
tween the parties concerned.” 

Meeting programs and speakers in- 
cluded talk on magazine illustration by 
Al Buell; typography and design by 
Noel Martin of Cincinnati; “The Art of 
Selling” by Wilbe Wilson, specialist in 
personne] training; “Sources of Advertis- 
ing”, by painter Ben Shute; talk by 
illustrator Thornton Utz; Coca Cola 
promotion was shown and discussed by 
Tom Ham, director of copy and produc- 
tion of the Bottle Sales Dept.; Miss 
Suzette Bauder, Director of Patricia 
Stevens School of Modeling spoke on 
modeling for photography and illustra- 
tion—lighting eyuipment was set up and 
the members practiced photographing 
four models; “The case for lower case” 
was a talk by Sol Malkoff at joint ADC— 
Printing House Craftsmen meeting. A 
major activity was a show put up at the 
advertising seminar sponsored by the 
Atlanta Advertising Club at Emory Uni- 
versity and also run at the local ad club. 
At the seminar Frank Baker, president 
of the New York Club, spoke for the 
Atlanta ADC. 


Baltimore 

The 55-56 season includes a talk by 
Christmas card designer Karl Koehler; 
discussion of JEC with Cecil Baumgarten 
as guest speaker; demonstration and dis- 
cussion of the techniques of Maurice 
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Byrd and Walter Wilkinson; panel dis- 
cussion on lettering and type, featuring 
Raymond Ballinger and Bill Schneider- 
ite; talks by such art and photo leaders 
as David Stone Martin, Dong Kingman, 
Fletcher Martin, Weegee, Irving Penn, 
Ben Rose, etc. As a result of Mr. Baum- 
garten’s talk, a JEC, modelled after New 
York’s, is being formed. 

The club also sponsors and conducts 
two courses on “Commercial Art in Prac- 
tice” at the Maryland Institute. Courses 
include plant and studio visits, practical 
work under supervision and criticism. 


Chicago 

Has set up a JEC during the past year. 
Committee consists of three men from 
the ADCC, three from the Artists Guild, 
and three from the Studio Association. 

In addition to the annual exhibition 
of advertising art the club sponsors the 
annual outdoor advertising awards com- 
petition. Outdoor Advertising Inc. pub- 
lishes the record of this show as “100 
Best Posters of The Year.” Club also 
runs a Fine Arts show for members, joins 
in activities with CFAC (Chicago Fed- 
eration of Advertising Clubs) which the 
members teel helps “maintain the pro- 
fessional standing of the Art Directors 
in the advertising community.” In con- 
junction with CFAC the club sets up a 
series of educational clinics. 

The club puts out an_ elaborate 
monthly bulletin. During the past year 
it was edited by Susan Karstrom with a 
7-man staff. 


Cleveland 


A record of Cleveland’s Sixth and 
Seventh annual shows will appear in a 
forthcoming book. It will include all 
pieces accepted for exhibition in both 
shows. 


Detroit 


Business conditions in Detroit's art field 
are reported by Halsey Davidson as fol- 
lows: 


“As everyone knows, the automobile 
business has been real good this year. 
What has that meant to Detroit’s com- 
mercial artists? Advertising appropria- 
tions are usually in proportion to car 
sales, but very little of the increased ap- 
propriations filter down to the artists. 
Schedules lengthen, printing orders in- 
crease, but generally they just put the 
same basic art to greater use. 

“Nevertheless, a survey of Detroit's 
leading studios,—large, medium and 
small — indicates a better than average 
year among a few of the medium sized 
and smaller studios, about average among 
the rest, especially the larger places. 

“Summer is usually the busy season in 
Detroit, what with catalog work and lay- 
outs probing the new lines being created. 
And this past summer was no exception. 
But studio operators are doing their 
best to level the peaks and valleys by 
bringing in outside work—and winters, 
except around the holidays, are not 
nearly the famines they used to be. 
Work is being spaced out better too. 
Fewer of the old all-night sessions are 
taking place—sessions that were paid for 
in hand-sitting for the rest of the week. 

“The demand for better art, especially 
in figure work, continues—a demand for 
fresher, younger art, for new ideas and 
a livelier expression. Even older, more 
mature artists from other cities who are 
bored with the fields they have culti- 
vated so long have found a real lift in 
working with Detroit outfits.” 


Although there is no JEC activity in 
Detroit, each club member has a copy of 
the Code of Fair Practice. Reports Doug 
MacIntosh, “Detroit has had few prob- 
lems requiring the attention of a group 
for this purpose.” 

New and gay annual social event of 
the Detroit club is the “Old Ball”. It’s 
an all-out costume dance, was held at the 
Hotel Statler. Annual charitable func- 
tion of the club is its hospital painting 
drive. This years drive is concentrating 








on children and will include providing 
entertainment as well as paintings, mo- 
biles, etc. 

The Detroit cover for Art Direction 
each year is selected via a city-wide con- 
test—the only cover so chosen. Spring 
programs include art and experimental 
films, and the annual show. To carry 
their message more directly to the pub- 
lic, the club is considering holding the 
show at the new Northland shopping 
community (see Art Direction, July 1955, 
PP. 44-48). 

The annual exhibition brochure is 
prepared through a competition held in 
colleges and art schools in the area. This 
year an experimental annual is being 
planned. It will be made up as a re- 
movable insert in the local AdCraft Club 
annual roster. The club also chooses a 
queen of local .odels to preside at the 
awards dinner. 


Kansas City 


Guest speakers for the year included 
artist Arthur Kraft, Earl Gross of Chi- 
cago’s Stevens-Gross Studio; after dinner 
speaker Roy Parmenter; and Robert 
McCloskey, AD of Hallmark Greeting 
Cards. KC also awarded four scholar- 
ships to art students. Two are taking the 
Famous Artist Course and two are taking 
four year courses at Kansas City Art 
Institute. 


Los Angeles 


L.A. started off the season by welcoming 
23 new members. First Fall speaker also 
gave members the facts, m’am, just the 
facts. He was Ben Alexander, Jack 
Webb’s Dragnet teammate. Other recent 
speakers included Garrett Eckbo, land- 
scape designer, on new directions in his 
field: Les Norvos, president of Graphic 
Films, discussed animation and design. 


Miami 


A fast growing area with booming busi- 
ness and population. ADC plans include 
fund raising drives to aid local educa- 
tional groups; provide scholarships; buy 
materials for needy students. Review of 
local practices and enforcement of 
NSAD ethical standards are also on the 
calendar, as are program of guest speak- 
ers, exhibitions of improved techniques. 
With the completion of the Inter Ameri- 
can Trade and Cultural Center, Miami 
ADs look forward to developing the club 
into a “clearing house” of ideas and 
techniques for the Americas. 


Milwaukee 


Invites speakers to alternate meetings 
and conducts committee business outside 
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regular meetings. Planned major activi- 
ties include annual Christmas party, July 
golf party, and the annual awards dinner 
and show. A three-point program was 
prepared by the educational committee 
to educate members, clients and the 
public, and to guide teachers of ad art. 
Program includes round table discussions 
on prestige, compensation, ethics; ex- 
hibits; participation in Kiwanis Career 
Days, and discussions with art school 
heads. 


New York 


A mixture of social and educational pro- 
grams characterize the ADC luncheons. 
Big event of the year for the club is 
sponsoring of the First Annual National 
Visual Communications Conference in 
conjunction with the annual awards ex- 
hibition. John Halas of Halas & Batche- 
lor, English Cartoon Film producers, 
showed some British commercials for TV 
on Oct. 19. Halloween party was cele- 
brated at Sarra Studios. “Private Life of 
a Cat” (taken with hidden camera) fea- 
tured another luncheon. Alberto Gavasci 
showed slides of Hurricane Diane 
damage Nov. g. A week later Jess Gorkin, 
Editor of Parade Magazine, showed slides 


from his recent trip to Russia. “TV's. 


effect on ADs, and vice versa” was sub- 
ject of Bud McNelly’s talk Dec. 7. The 
Christmas Party, Dec. 14, was also a pre- 
view of the members art exhibition. 


N.Y.—business report 


Gilbert Tompkins reports an increased 
competition for ADs as follows: “In tele- 
vision actors come forward and fade out 
as audience appeal lessens. The same is 
true of radio entertainers. True talent 
remains the longest. 

-“Change is constantly going on in art 
because pictures as a sales help must be 
as near as possible a combination of copy 
and picture; copy conscious artists are 
no longer asked to draw stilted situa- 
tions but must contribute. The public is 
tired of seeing the same models in a 
dozen different product pitches. 

“It is this sales ability of an artist who 
is helping the upsurge in visual sales. 
The yearly reports of newspapers show a 
growth. Special function magazines re- 
port continued growth based upon more 
studied editorial interest. Magazines are 
looking more cheerful in layout and il- 
lustration and are more readable. Some 
are using unique technics in black & 
white to give advertising color pages a 
better break. As magazines realize they 
compete with TV and radio they will 
demand intelligent art talent. 

“It is estimated that by 1958 magazine 
billings will reach $1,000,000,000. Art Di- 
rectors must be conscious of the com- 





petitive factors and seek to use better art 
suggesting greater sales appeal.” 


N. Y.—Membership regulations 

During the past year the New York club 
called the attention of its members to 
the membership requirements in its con- 
stitution. Purpose was to encourage new 
memberships and to be sure that pro- 
posed members meet the constitution’s 
requirements. The following data is 
taken from the constitution verbatim. 


ARTICLE 1 SECTION 3 

1. The Club recognizes as an Art Direc- 
tor one who is of good character and is 
qualified, by training, vocation and spe- 
cial interests, to create and direct in the 
arts and crafts pertaining to the publish- 
ing and advertising and afhliated indus- 
trial enterprises. 

2. The definition of an Art Director 
may be amplified, extended or limited 
from time to time by action of the Exe- 
cutive Committee. 


ARTICLE Il SECTION I 


The membership shall consist of 5 classes 
as qualified and defined below: 

1. Regular (voting) membership shall 
consist of those whose residence or place 
of business is located within a seventy- 
five mile radius of New York, N. Y., in- 
cluding all who were admitted as Regu- 
lar Members of the Club prior to Sep- 
tember 1, 1945, Article I, Section 3, 
Paragraph 1. 

2. Associate (voting) members, accepted 
for membership after September 1, 1945, 
whose residence or place of business is 
located within a seventy-five mile radius 
of New York, N. Y. Associate Members 
shall have the same obligations for dues 
and assessments as Regular Members 
and shall have all the privileges of Reg- 
ular Members. They shall be eligible 
for election to the Executive Committee, 
but not as officers. 

The Club recognizes as an Associate 
Member one who is not primarily or 
directly a practicing Art Director (as 
defined above). This category includes 
creative workers in the graphic and in- 
dustrial arts and professions: i.e., paint- 
ers, illustrators, photographers, designers, 
educators, writers, lecturers, journalists, 
etc. not exceeding 1% of the total mem- 
bership. 
3g. Non-resident (voting) members, 
whose residence and place of business 
is located more than seventy-five miles 
from New York, N. Y. Non-resident 
Members shall be obligated for dues as 
defined in Article IV, Dues, this Consti- 
tution. Non-resident Members shall also 
be obligated for one-half of any assess- 
ment levied on Regular or Associate 
Members. They shall not be eligible for 
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election to the Executive Committee or 
as officers, but may serve on Committees 
other than the Executive Committee. 
4. Honorary (non-voting) members may 
be nominated by the Executive Com- 
mittee from outside the membership of 
the Club, and elected by an unanimous 
vote of the members at any regular 
meeting assembled. Honorary Members 
are not obligated for dues or assessments, 
but have all the privileges of Regular 
Members, except they are not eligible 
for election, either to the Executive 
Committee or as officers. Those Honor- 
ary Members who shall have been reg- 
ular members at the time of election to 
Honorary Membership shall retain 
thereafter all the privileges of regular 
membership. 

5. Life (voting) membership will be 
conferred upon a regular or associate 
member who has been a member in 
good standing for twenty-five years. Life 
members are not obligated for dues and 
assessments, but have all the privileges 
of regular members. 


ARTICLE II SECTION 2 

Candidates may be nominated for mem- 

bership only according to the following 

procedure: 

1. Candidates for membership in the 

Art Directors Club are to be proposed, 

their nomination qualifications reviewed 

and finally voted upon, in the following 
manner: 

(a) Any member, who has been a mem- 

ber for one year and is in good 

standing, may propose or second 
three (3) candidates in one year. 

At the time of application each 

candidate must be a fully qualified 

practicing Art Director with at least 
two (2) years’ experience with one 
firm. 

(c) Proposer sends CANDIDATE'S IN- 

FORMATION Blank to candidate, 

who fills in and mails to the Execu- 

tive Secretary. If CANDIDATE’S 

INFORMATION Blank is not re- 

ceived within go days from the date 

PROPOSER’S INFORMATION 

Blank is submitted to Executive 

Secretary, the nomination is can- 

celled. 

PROPOSER’S INFORMATION 

Blank should be dated and sent by 

Proposer to the Executive Secretary 

at the time CANDIDATE'S IN- 

FORMATION Blank is forwarded 

to Candidate. 

(e) Both sections are then formally 
acted upon by the Membership 
Committee. 

(f) If approved by the Membership 
Committee and the Executive Com- 
mittee, the entire membership is 
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notified; (See Paragraph 2, below) 
and, if there are no objections (See 
Paragraph 2, below) the Candidate 
is notified by the Executive Secre- 
tary of formal acceptance and, upon 
payment of initiation fee and dues, 
becomes a member. 
2. The name of each applicant for 
membership shall be endorsed by two 
members in good standing and the 
signed application shall be submitted 
to the Membership Committee for its 
approval, with a written statement of 
qualifications from each of the two spon- 
sors, as well as a letter from the Candi- 
date stating why the Candidate wishes 
to become a member. Following the ap- 
proval of the Membership Committee and 
submisison to the Executive Committee 
of all correspondence pertaining thereto, 
the entire membership shall be notified 
of the name of the applicant, spon- 
sors and qualifications—at least ten days 
prior to the approval of admissison to 
membership in the Club, by the Execu- 
tive Committee. Each Candidate shall 
sign an application, agreeing to abide 
by the Constitution and By-Laws of the 
Club, and, to uphold the Standards of 
Fair Practices, copy of which is here- 
unto appended. 
g- Initiation fee and dues must be paid 
by new member within sixty (60) days 
of written notification by the Executive 
Secretary of formal acceptance; other- 
wise, membership invitation will be can- 
celled. Compliance with the provisions 
of Article II, Sections 1 and 2, this Con- 
stitution shall be required before mem- 
bership can be reconsidered. 
4. Upon written application to and ap- 
proval by the Executive Committee, a 
Regular Member may elect to become 
an Associate or a Non-Resident Mem- 
ber. Said member, who, prior to becom- 
ing a Non-Resident Member, was a 
Regular Member, may upon written ap- 
plication to and approval by the Execu- 
tive Committee, be reinstated as a Reg- 
ular Member. An Associate Member 
may elect to become a Non-Resident 
Member, and, also be reinstated only 
as an Associate Member by the same 
procedure. 
5. Compliance with the provisions of 
Article II, Sections 1 and 2, this Consti- 
tution, shall be required for a change 
in the status of membership from Non- 
Resident to Associate, from Non-Resi- 
dent to Regular, or, from Associate to 
Regular Membership. 


6. REJECTIONS: The Executive Com- 
mittee shall not approve, without due 
consideration on its part, the admission 
of a proposed member, if it has received 
three or more adverse communications 
from members in good standing. Such 


adverse communications must be based 
upon the objectors’ belief and convic- 
tion that the Candidate is not qualified 
to maintain and support the purposes 
and objectives of the Club, as set forth 
in Article I. Sections 2 and g of this 
Constitution. 

7- Whenever the word “member” ap- 
pears in this Constitution, it shall ex- 
clude Honorary Members unless the 
word “Honorary” next precedes the 
word “member”. 


N. Y.—JEC activity 

The New York Joint Ethics Committee 
has just concluded one of its busiest 
years. Out of the many hundred com- 
munications received, a total of over 
forty cases were placed on the Commit- 
tee’s agenda for settlement. Practically 
all of these complaints have been settled 
—some through correspondence, while 
others resorted to mediation or art itra- 
tion. 

Many of the cases involved important 
publications and some of the larger ad- 
vertising agencies, who, through their 
lack of knowledge of the existing Code 
had unwittingly placed the artist in the 
situation of complainant. In most cases 
reference to the Code and familiarizing 
the defendant with the purpose of the 
Committee were the only steps necessary 
in effecting satisfactory settlement. 

The booklet, printed and published 
through the facilities of The National 
Society of Art Directors, has been of 
inestimable value in presenting in a 
most dignified manner, the aims and 
functions of the Committee. 

On September 11th, Joseph Kaselow, 
writer of the column, “Advertising 
Field” in the New York Herald Trib- 
une, devoted his entire space to the 
work of the Committee. 

The American Arbitration Association 
of New York had two of its executives 
meet with Chairman Cecil Baumgarten 
and Tran Mawicke for the purpose of 
establishing an alliance between the 
Committee and the AAA for the pur- 
pose of making committee members 
available to the Arbitration Association 
whenever complaints come to them in 
our field of practice. Tran Mawicke is at 
present preparing an article for their 
bulletin describing JEC aims and opera- 
tion. 

The General Chairman, Cecil Baum- 
garten, was invited to the Art Directors 
Club of Baltimore to talk on the Code 
and the formation of an Ethics Commit- 
tee for that City. He and Adolph Triedler 
also appeared at the 10th Annual Con- 
vention of the Association of Medical 
Illustrators to acquaint the assembly 
with the Code as it might apply to their 
work. 
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Rochester 


Schedule of events includes talk by 
Morris Rosenblum of Macy’s; shooting 
of a typical TV commercial at a meeting 
by Holland-Wegman Studios of Buffalo; 
talk by model Candy jones; the end 
annual exhibition; first Beaux Arts Ball; 
talk by Al Parker; and an annual picnic. 


San Francisco 


Dan Bonfigli supplies the following re- 
view of San Francisco's growth as an ad 
art center. He is with Guild, Bascom & 
Bonfigli studio. 

“Studios and independent artists in 
the San Francisco Bay Area have ex- 
perienced probably the greatest boom 
year they have ever known. Because this 
happy state of affairs is hitched to the 
tremendous growth of the Pacific Coast 
area, it appears likely that the trend will 
continue onward and upward next year. 

“San Francisco is the business and 
population hub of Northern California's 
greatest renaissance since 4ger gold min- 
ing days, but unlike the 4ger days, it is 
solid and more substantial. All of this 
activity is reflected in business, from the 
top advertising agencies right down to 
the one-man art shop who picks up and 
delivers. Naturally, all of this stimula- 
tion has attracted more than the average 
share of artistic fortune hunters araong 
both artist and art directors. Thus far, 
however, the law of supply and demand 
in this respect appears to be fairly well 
balanced. The question is what is hap- 
pening in the Bay Area? Here are our 
observations . . . not necessarily in order 
of importance. 

“1. The San Francisco Bay Area has 
come of age as an advertising, and ad- 
vertising art producing center due pri- 
marily to huge post-war growth. 

“g. This has influenced the top talent 
to stay here. Formerly they were at- 
tracted to more lucrative Eastern mar- 
kets. 

“3. This pool of talent has developed 
to such a degree that seldom, if ever, 
must a local art director buy specialized 
techniques elsewhere. Formerly, this was 
not the case. 

“4. We no longer “follow the leader 
We honestly feel West Coast advertising 
art quality is now second to none. Our 
western art is often flatteringly imitated 
in other parts of the country today. 

“5. Old established Eastern businesses 
have expanded to the West Coast. These 
branches are flourishing and many have 
established advertising relationships with 
Pacific Coast agencies, utilizing their ser- 
vices for special West Coast and national 
campaigns. This alone has created a 
whole new source of top-price art proj- 
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ects and assignments. 

“6. Art directors from other areas in 
the United States are now regularly tap- 
ping our rich sources of fresh, inventive 
high-quality art work. This has been 
given even more impetus in the last few 
years by the influx of many top-notch 
“Eastern Illustrators” who have made 
California their home . . . lock, stock and 
brushes. So let’s face it—even enjoyment 
of the climate attracts and inspires out- 
standing creative talent. 


“7. The local television situation as 
it affects artists, animators and photo- 
graphers: T.V. shops in San Francisco 
are presently making a concerted effort 
to attract a greater share of local busi- 
ness. Our proximity to Los Angeles, the 
mecca of animation, enjoys by far the 
greater volume of work from here. Pos- 
sibly. one answer is that most San 
Francisco art director's would rather 
take an exciting trip to Southern Cali- 
fornia in preference to a dull walk 
down the street. Proving, apparently, 
that too much convenience can be the 
mother of invention.” 

A Joint Ethics Committee functions 
in San Francisco. It includes three ADs 
and two artists. Freelancer Vance Locke, 
formerly with the New York committee, 
acts as ex officio advisor to the group. 
It has heard one case this past year but 
it is felt the group has been of benefit 
in building morale among area artists. 

Two affairs of unusual interest re- 
ported by the San Francisco club were 
the Hayakawa night and the 4A Four 
O'clock Workshop Conference. 

Dr. Samuel A. Hayakawa, interna- 
tionally known student of semantics, ad- 
dressed the club Nov. 4 on “What Does 
Advertising Communicate?” Much of the 
audience that packed the room included 
agency people other than ADs. A tape 
recording of the session was made and 
is available at slight charge from Connie 
Hanel, Art Directors Club Sec’y., John 
O’Rourke Advertising, Flood Building, 
San Francisco, Cal. 

The SF chapter of the 4A’s has been 
sponsoring 4 O'clock monthly work ses- 
sions to debate and discuss various issues 
concerning advertising. The AD club 
ran one of these programs, discussing 
“How To Get The Most Out of Your 
Art Director.” Agency management, 
copywriters, account people and clients 
were in the audience. The panel advo- 
cated closer integration with the AD 
from the initial conference on and 
stressed that much advertising, as well 
as art, talent might be uncovered by ex- 
posing the AD to all facets of the busi- 
ness. 

Joint activities with the artists via the 
Society of Artists and Art Directors in- 
cluded an Al Parker night; Dong King- 





man night; David Stone Martin night; 
annual children’s art show; Robert Faw- 
cett night; miniature painting auction; 
and Ken Stuart night. 


The club also awards scholarships and 
exchanges home-and-home visits with 
the Los Angeles ADs. 


Seattle 


Past years programs included a trip to 
the Boeing Airplane Co. for a conducted 
tour of production lines, mock-up areas 
and a film presentation; talk by Frank 
Del Guidice of the University of 'Wash- 
ington on industrial design; talkiby Cy 
Snyder, director of design laboratory of 
Container Corporation; tour of Sunset 
Outdoor Advertising Plant; showing of 
TV spot commercials created by Seattle 
ADs; picnic; showing of slides of the 
Aspen conference; as well as other talks 
and social events. 


Toronto 


G. M. Moses reports business conditions 
in the Toronto area as follows: 

“Business conditions in the advertising 
and editorial art field in the Toronto 
area during 1955 are reported to have 
been very good, paralleling the great in- 
dustrial development going on in Cana- 
da. Many large studios and free lance 
operators reported gains over the pre- 
vious year. Some report, however, indi- 
cations that competition in the general 
field might be keener during the com- 
ing year and that “service” might be a 
word to watch. Most people report that 
quality is even more than ever im- 
portant. 

“From the creative point of view good 
design generally appeared more prom- 
inent, accompanied perhaps by an atti- 
tude on the part of many buyers of 
more freedom for the designer. The de- 
signer seems to have asserted himself 
more forcefully than in past years. 

“Much more fresh and imaginative 
material has been appearing in the 
magazine, direct mail and _ television 
areas although bright spots have also 
presented themselves in general adver- 
tising when originality has been used 
with purpose and conviction. 

“A trend seems to have developed to- 
ward simplicity and straightforwardness 
rather than the return to “hard sell” 
which was predicted by many a year ago. 

“The increase in the number of 
younger art directors has been making 
itself felt here in more exacting demands 
on the skills of the artists. A feeling of 
creative freshness is noticeable in many 
circles which augurs well for 1956. Many 
new Canadians from Europe have 
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-—selling with a smile 


60 blends Is sound, visual effects, ap"! 


Can advertising and entertainment work 
together to do an effective sales job? The 
animated television commercials are pre- 
senting a solid platform on the affirmative 
side of this debate. Their infectious viva- 
city and gentle humor have put life into 
the otherwise boring minutes of televi- 
sion’s “hard sell.” 

Commercials, animated ones, are now 
universally enjoyed and talked about... 
a statement with a fantastic ring, but of 
an increasingly pleasant sound to client 
and advertising agency. Once signals for 
snack time in the kitchen, the breaks be- 
tween television shows today call the 
whole family to attention to watch the 
sponsor’s latest way of presenting his 
product. 


One company largely responsible for 
these bright moments on the humdrun 
program of the conventional televisior 
pitchmen is UPA, animated cartoon com 
pany with studios both in Burbank, Cali 
fornia, and New York City. Its ten year 
of knowledge and experience, from it 
early Army and Navy training films righ 
up through its many popular cartoons fo 
the regular theatres, have given this stt 
dio the background to see that the powe 
of influence is woven into the fabric « 
entertainment. It has successfully e& 
tended this power into the field of tl 
animated television commercial. 

Many on the UPA staff are exhibitin 
painters, illustrators and commercial a 
tists apart from their duties at the stud 
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1. Frame from CBS HYtron 


ng agency 


was produced by Siephen 


2. Frame from the “Photographer 





Demonstration’’ 60-second TV spot 
Bosustow, directed and designed 
by Jack Goodford for the Bennett & Northrop, Inc., adver- 


one from the series of six 


TV spots produced for Young & Rubicam's Piel s Beer account. 
Chris Ishii directed 

3. Chris Ishii designed and directed this 20-second spot for the 
United Jewish Appeal. Stephen Bosustow produced. 





smile as you buy, buy as you smile 


and the influence of many of the modern 
painters and contemporary graphic ar- 
tists is reflected in their work. But ani- 
mation is not only a graphic art. It is a 
wonderful combination of drawing, 
music, drama and cinema. So the UPA 
staffers are apt to be reviewing the film 
classics, listening to jazz, experimenting 
with sounds, or studying cinematic ad- 
vances and their affect on the animation 
medium. 

Perhaps it is this very resourcefulness 
in looking for the new and the different 
in the past, present and future that gives 
the UPA commercial a “style.” The 
“style” is in reality nearly a UPA way of 
seeing, an attitude, a feeling. For there 
is no UPA format or standard way of do- 


ing things. Each story and each commer- 
cial is treated as an individual project 
which demands its own visual and audio 
treatment. 


Stripped to essentials: The television 
commercial is considered more of a chal- 
lenge than entertainment films. Com- 
pressing an entire story into 60 seconds, 
an episode in 20, or a product presenta- 
tion in 10, the tv spot calls for ideas to be 
stripped to their essentials. 

The commercial has its beginning at the 
story conference where the UPA director 
and the client discuss the job to be sold. 
More and more, the client works closely 
with the UPA director but gives him a 
free hand in transferring the selling facts 


into an animated film. After story discus- 
sion, the ideas go into a storyboard, a 
visual scenario of rough sketches and dia- 
logue. The commercial then goes through 
the various phases of design, voice, music 
and sound effects recording, animation, 
background, inking and painting, until 
it finally reaches the camera. 

“The UPA director is much like the di- 
rector of a theatrical production,” says 
young director, Jack Goodford. “Work- 
ing closely with his designer, he estab- 
lishes the characters of the commercial, 
but instead of casting people, he creates 
them with a pencil. At this stage, the 
actors are incomplete until the voices are 
recorded and the director casts them with 
an animator, who is actually the manipu- 
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lator that brings the puppets to life.” 

Instead of directing Marilyn Monroes 
or Clark Gables, the animation director 
directs the animators, the background 
and color artist and the ink and paint 
girls. When the drawing and painting is 
completed, he works closely with the 
cameraman who shoots the artwork, 
frame by frame, to make an animation 
film reel. The animation reel then moves 
on to the cutting room where it is 
matched to a dialogue track and to a 
second track of sound effects and a third 
of music. A composite answer print is 
made of all these elements and it is 
ready for the client’s approval. This is 
the path that each of the many, many 
television spots produced yearly follows 
in both the East and West Coast studios 
of UPA. 


Rhythm in time: And still, UPA’s tv direc- 
tor, Chris Ishii, comments, “We try to 
find a fresh solution for each commercial 
job. Some of our television spots place 
greater emphasis on the story, some on 
the design and others on the sound track, 
but it is the wedding of the parts that 
creates a good animated film. While 
space advertising is rhythm in space, ani- 
mation advertising is rhythm in time.” 

A key to the approach used in a com- 
mercial is often the audience that the 
client wants to reach, Mr. Ishii is pres- 
ently working on a Baby Ruth candy 
bar commercial which will be spotted on 
the video set with children’s program. 
he story is fanciful, the art is children’s 
graphics, and the music is imaginative. 
The result is a spot that children will 
watch with delight. 

If one were to attempt to classify the 
approaches in the UPA spots, there seem 
to be three basic categories: those where 
the sound effects or music is most domi- 
nant; where the story approach and the 
visual are most important, with the prod- 
uct often appearing only at the end; and 
those spots in which the product is pres- 
ent throughout. 


Sound dominant: Thus in the first cate- 
gory, a new tv spot just completed for 
CBS-Hytron (television and radio tubes) 
has a stopper of a sound track. A com- 
posite of electronic noises and special 
effects, the sound track forms a back- 
ground for abstract designs, symbolizing 
television and radio interiors, which 
pop on and off the screen at unpredict- 
able angles. Such chaos doesn't happen 
with a CBS tube. 

Then, there is the recent Borden’s 
“MOOD” spot. It opens with an original, 
romantic guitar score, which underlies 
richly colored backgrounds, a floating 










cup of steaming coffee, and a low modu- 
lated voice that has a few appropriate 
words to say about the Borden’s New 
Rich Roast, (it’s amazing how emotional 
one can get over a cup of coffee). Or in 
the case of the new UPA Swansdown 
commercial which starts out with no 
spoken dialogue but presents a strange 
“new” track of multiple voice recordings. 
It expresses the visual dialogue of “alto- 
gether new,” and works on the imagina- 
tion of the viewers as the suspense builds 
up to a well-timed climax, leaving the 
audience in a very receptive mood for 
some brief facts on the “new” cake 
flour. 

Along with the variety of its products, 
there is also evidence of a definite fun 
experienced by the people that produce 
the UPA commercials. The “Do It Your- 
self”, again for Borden’s Coffee, ribs the 
American family for their present craze 
and allows the television audience to par- 
ticipate in the comedy. 


Visual dominance: In contrast to the CBS 
Hytron spot mentioned before, another 
one called “Demonstration” draws atten- 
tion with the visual. A pleasing young 
lady appears on the tv screen, only to be 
squeezed into a narrow shape, to be 
flattened to a wide one, and then to be 
split into five ladies. This illustrates 
quite graphically what happens to the 
video set that doesn’t have the right tube. 

Often a light, playful story is told such 
as the IPANA “Little Mother” in which 
the product comes so very naturally at 
the end that of course it could be nothing 
else but Ipana toothpaste. 

Then there may be a whole series of 
spots. Those for Piel’s beer are carica- 
tures of two Piel’s brothers, based on 
inspired scripts from the Agency (Young 
& Rubicam) and recorded by the two 
well-known comedians, Bob and Ray, 
who delight the video audience with an 
exchange of dry, satirical chatter as they 
gently spoof the entire business. “We'll 
tell the whole wide world about it,” en- 
thuses Harry. “Why, we'll even put it on 
television!” And Bert sighs, “I never 
know when you're kidding.” 


Product dominance: Lastly there is onc 
that especially needs an entertaining 
presentation, the spots in which the prod- 
uct is “drummed” into viewer from be- 
ginning to end. And UPA has successfully 
done this, as in its Gold Seal Salmon 
“Little Drummer” spot, in which the 
doubtful salesman who forgets his lines 
but becomes equally more enthusiastic 
over the product ends in selling himself 
and presumably the public. * 


, ORI ‘ La ’ 
(ORIGINAL IN COLOR), FOR BORDEN’S NEW INSTANT COFFEE DO-IT-YOURSELF” 60-SECOND TV SPOT. JACK GOODFORD DIRECTED AND STEPHEN BOSUSTOW PRODUCED 


A COPY OF THE STORYBOARD 








Look — you just can't get 
really good coffee in any 
store. 
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WARSZAWA: 3E-NVEL-14-VENE- 1955 






POLISH POSTERS BOLDNESS & ARTISTRY 


Paul Arthur, Assistant Editor, Graphis 





CENA STRACHI 
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Since the end of the war there have 
been one American and several Euro- 
pean exhibitions of Polish poster art 
and they have never failed to confound 
us with their spontaneity and effective- 
ness, not only as posters but as an ex- 
pression of the spirit of a people which 
has suffered much during the past 15 
years or more. 

The reason why the poster only has 
been stressed at these exhibitions is be- 
cause it is the most important form of 
publicity in use in Poland—with film 
and theatre posters outstripping the 
others in artistry. Most of the political 
posters are of very little merit although, 
as will be noticed here, there are exam- 
ples of a very high level indeed. These, 
however, are generally for semi-cultural, 
almost abstract affairs such as youth con- 
gresses. When it comes to the more 
naked aspects of propaganda and the 
cold war, it is rather a different story 
and the same could be said of commer- 
cial posters for toothpaste or beer—if 
they exist at all. 

So far as the theatre and film posters are 
concerned, however, the standard is ex- 
traordinarily high and, as has been re- 
marked elsewhere, they should serve to 
give pause to film publicity agents in 
western countries and cause them to 


Art Direction / March 1956 





« 
: 
é 
k 
s 





ponder deeply the question of whether 
they are not really insulting—rather 
than pleasing—the public by their own 
advertising methods. : 

Two of the most important Polish poster 
artists are Henryk Tomaszewski (who 
belongs to the generation before the 
war) and the younger Jan Lenica. But 
the important fact to be grasped here 
is that the examples shown are not 
isolated. The choice of what to show 
in an article invariably involves one in 
a real embarrasde richessess. The posters 
are all colourful in the extreme, bold in 
execution and, above all, as eye-catching 
as a good poster should always be, no 
matter where it was published. . 


1) Julian Palka - - - poster for Italian film, 
“Rome, 11 O’Clock’’. 

2) Julian Palka . - . poster for an Italian film, 
“Neapolitans in Milan.”’ 

3) J. Mroseczak - - - poster for English film, 
“The Private Life of Henry VIII.” 

4) Fangor Wejciech - - - International Student 
Peace Festival in Bucharest. 

5) Jan Lenica - - - Poster for a Mexican Film. 

6) Jan Lenica - - - poster for French horror film, 

“The Wages of Fear.” 

Julian Palka/Z. Kaja - poster for the 

French film, “Millionaire for a Day.” 

8) Henryk Tomaszewski - - - Poster for Russian 
film, “The Inspector General.” 

prize winning pos- 
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Tadeusz Trepkowski - - - 


ter, “No moré War! 
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...in the big, new 


Lambert Jubilee Catalog 


Money is but one of the hundreds of sub- 
jects to be found in the new, king-size 
JUBILEE CATALOG now available to ad 
men, publishers and all men and women 
who require refreshingly new approaches 
in photographic illustrations. Over 1500 
photographs are presented on a wide 
variety of subject matter to provide an 
illustration workbook without parallel on 
today's market. It is the largest and best 
of its kind ever offered—or jer yours today! 


HAROLD M 


Bd LAMBERT STUDIOS 


2803 Cheltenham Avenue 
Philadelphia 50, Pa 
MAijestic 5-1400 
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Typo Service announces 
new subsidiary 


The photo-composition division of Ty- 
pographic Service is now a separate cor- 
poration known as Typo Photo-Compo- 
sition Inc., at 1010 Arch St., Philadel- 
phia. New York office is at 122 E. 42nd 
St. The firm is a wholly owned subsi- 
diary of Typographic Service. 











STETSON STRAW 


Straw swatch John B. Stetson Co. 

uses circlet of straw 
sewn on cover to complete solar disk 
design for portfolio of summer hats. In- 
side pages simulate pages of artists 
sketchbook, have swatches of straw and 
band material. Portfolio designed by 
Vince Benedict of Gray & Rogers. 
Sketches on inside rendered by Vincent 
Carapello. 


Philadelphia 
clips 


Arnold Arnold, industrial designer, 
painter and inventor of children’s toys, 
told the ADs how toys are designed, 
manufactured, promoted, distributed 











and sold . . . first Artists Guild meeting 
of 1956 featured member Win Lambdin 
on the relative merits of letterpress, of! 
set, and gravure printing . . . Nate Be 

man, ADC secretary, enjoyed a 3-weck 
cruise to the West coast via Panama . 





an inspirational show is promised by 
the Art Directors as the judges are be- 
ing very exacting. They include Charles 
Coiner of N. W. Ayer; Dick Cummins 
of Geare-Marston Inc.; consultant AD 
Guy Fry; Jim Robertson, AD at Arndt, 
Chapin, Preston, Lamb & Keen; and 
William Fink, AD at Ladies Home Jour- 
nal. . . among the gold medal winners 








Philadelphia Art Supply Co. 


Philadelphia's most complete stock of 
art and drawing materials. 

* Craftint 

¢ Zipatone 

* all graphic art supplies 


* Bourges sheets 
* Kemart materials 


Send for our 200-page catalog 
on your letterhead 






25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 








































CLIP BOOK OF LINE ART 
CLIP BOOK OF TONE ART 
CLIP BOOK OF LETTERING 9 


HURRY! Get generous free samples of 
these famous time and money-saving art 
aids. Wonderful for offset. Just clip a»! 
paste. Ready for instant use. Surpri+’ sly 
inexpensive. Write on your letterhead. 


HARRY VOLK JR.ART STUDIO 


Pleasantville 35, New Jersey 
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for “Best of the Year” pieces during 
Printing Week were AD Club members 
Vince Benedict and Fred Clark of Gray 
& Rogers. Ben Collins of Beck Engraving 
is also proud of gold medal won by the 
Aetna Life Insurance Co. calendar. It 
was printed in fullecolor gravure, fea- 
tured art masterpieces from the National 
Gallery by Raphael, Renoir, De Hooch, 
Romney, Reynolds, and Cezanne. A 
paragraph of copy described each paint- 
ing . . . Stanley F. Olley named vice 
president and AD at Lee Ramsdell & 
Co. He’s a member of the local Art 
Directors Club, the NSAD, and the 
Philadelphia Artist’s Guild . . . Art 
Alliance presented 10 $100 awards to 
regional artists at reception in February. 
Winners were Carolee Schneemann, 
Janice Clark, Jerome Kaplan, Elaine 
Weinstone, Marjorie Ruben, Ben Herr, 
George Bunker, William L. Freeland, 
Joan Resnick, and Paul Shaub. 





Decorative designer 
Thomas Vroman has 
joined the staff of Mel 
tichman. Studios. Mr. Vroman studied 
:t the Beaux Art School in Paris and the 
!'hiladelphia Museum School of Art has 
won a full share of awards from print 
cubs, art directors clubs, the AIGA, and 
c thers. 


‘roman joins 
fel Richman 
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your family has 
men whod Like Hanes iT 


Lneed 


Underwear for roosters Instead of 

using real 
models for their underwear ads (some 
folks object to such realism) or realistic 
art (which has been used so much) 
Hanes Knitting Co. ads combine photos 
of the underwear with cartoon-style ani- 
mal models. Ad shown here is two-color, 
reverse white and black with Hanes label 
in red. Ads were prepared by N. W. Ayer. 







































Space designed to 


sell in a hurry! 


Art direction—consultation and design 





Ilustration— photography and art 
3 Dimensional art 

Packaging 

Promotional material 

Point of sale 


Phone WAlnut 2-3690 


ASSOCIATES 


910 CLINTON 8ST., PHILADELPHIA 7. PA. 
55 


Kn 
4 Last Ohio Street 


Chic aRO Il, Illinots not : 
3122 \\, 
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THE 


FLAX 


co. 
ARTISTS’ MATERIALS 
DRAFTING SUPPLIES 


176 N. Wabash Ave., 
Chicago 1, lll. FI 6-4395 | 













“None but the best” 


ARTISTS’ SUPPLY COMPANY 


209-215 NORTH WABASH AVE., CHICAGO 
RAndolph 6-8881 ANdover 3-8238 
























in Chicago 


Industrial design builds 
consumer demand—Exner 


Virgil M. Exner, director of styling for 
Chrysler Corp., advises “The average 
buyer is no longer satisfied with prod- 
ucts which offer only utility.” Mr. Exner 
addressed the first Chicago area Indus- 
trial Design Conference at Illinois Insti- 
tute of Technology. He finds that in- 
dustrial design and styling is one of the 
principal stimulants to the nation’s post- 
war economic expansion. “By beautify- 
ing everyday products,” he said, “de- 
signers have transformed marginal ‘shop- 
pers’ into cash customers.” Mr. Exner 
also believes we are now establishing 
an esthetic character for American 
wares. Co-chairmen of the two-day con- 
ference were Jean O. Reinecke, Reinecke 
and Associates, and Walter C. Granville, 
Container Corp. 

The conference was staged in conjunc- 
tion with a two-weeks exhibition of 


mass-produced commercial products de- 
signed by members of the Chicago chap- 
ters of American Society of Industrial 
Designers and Industrial Designers’ In- 
stitute. 





Morris Segal 
and Jack Gil- 
dersleeve were elected vice presidents-of 
Bielefeld Studios. Segal has been with 
Bielefeld for 11 years and prior to that 


Bielefeld names two 


spent 10 years in creative work with 
the Chicago Tribune. Gildersleeve, also 
studio executive AD, put in 5 years with 
both Y&R and Campbell Ewald before 
joining Bielefeld. 











Cherry leads ADCC Burton Chem 
seated, is ne 
president of the Art Directors Club 4 


Chicago. Behind him are Dean } 
Straka, N. W. Ayer & Son, treasure 
Leonard §S. Rubinstein, Clinton 

Franck, secretary; Orville Sheldo 


FC&B, 2nd vice president, and John W 
Amon, Needham, Louis & Brorby. 1 
vice president. Mr. Cherry heads hi 
own design studio. 


Chicago clips 


Recent additions to ADCC are Emil } 
Cohen, Edward R. Collins, Willis Lavi 
Robert W. Dunn, Chas. E. Gerber, Fret 
L. Grawe, Leo J. Kelly Jr., Wade Ha 
cock, Joseph V. Lawton, George L ind 
George C. McGovern, Fred J. Machi 
Jr., George C. Morris, Clarence A. ('lso 
Francis Roberts, Bernard G. Roer Wi 
liam E. Silet, Robert Tucker, and : fen 
J. Wenclawski . . . Merton E. Bou 
associate editor of The Progressiy Fa 
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Chern 


ier, addressed the Birmingham Artists 
Guild on correlation between fine and 
commercial art. Now president of the 
Water Color Society of Alabama and 
member of the executive board of the 
kirmingham Museum of Art, Mr. Brown 
was formerly with C. Wendel Muench 
in Chicago and is a member of the 
ADCC ... Archur Grossman Advertising 
Inc. announced its thinking and services 
in a two-page spread in recent Ad Age. 
Ad featured pictures of personnel and 
their backgrounds, including ADs and 
art personnel—Tom Brogan, Roy Sand- 
strom, Claude Gordon, Les Green, Joe 
Anderko, and Ed Curran . . . Charles 
Gruen, art consultant, formerly AD Nei- 
man Marcus and Lester Harrison Inc., 
addressed the Fourth Annual Retail Ad- 
vertising Conference at Chicago’s Palmer 
House . . . Elsa Kula, whose work was 
featured in a 1955 issue of Collins, Miller 
& Hutchings “Illustration”, sent out an 
unusual invitation to her exhibit at the 
Chicago Public Library in January. It 
was a small printed cardboard with one 
side cut on an angle off the square. 
Iljustration was of a man with ear muffs 
and muffler walking in the snowstorm, 
his feet were die cut out and eyeletted 
at the bottom so they could “walk” the 
card across your desk. Said the card, 
FOmeW m8t....° €8f.... 


Down heads MAC 


Ci.arles S$. Downs, Abbott Laboratories 
viie-president in charge of advertising 
an public relations, was elected to a 
se ond term as president of Chicago's 
M iil Advertising Club. Other officers are 
R: bert Stone, vice president of The 
N. tional Research Bureau, 1st vice pres- 
id nt; Robert Enlow, American Medical 
As ociation, 2nd vice president; Roy G. 
R\ lander, president The Rylander Co., 
secretary; William Flory, Harris Trust 
& javings Bank, treasurer. * 
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john solarz 






creative advertising design at its best 











Brilliant young graphic 
designer selectively sensi- 
tive to the progressive com- 
bining of modern design, 
illustration and fine typog- 
raphy to contemporary 
advertising art. 


BUNDY-FREIDAY STUDIO, Inc. 


185 nm. wabash + 












chicago 1, illinois 

















































the answer 
is always 


Monsen 





CHICAGO 11, ILLINOIS * LOS ANGELES 15, CALIFORNIA * WASHINGTON 1, D.C. 
22 EAST ILLINOIS STREET 928 SOUTH FIGUEROA STREET 509 F STREET, N. W. 
























FOR ALL YOUR 


PHOTOSTATIC 
PHOTOGRAPHIC 
and SLIDE 

REQUIREMENTS 















Here, under one root, are technicians 
to handle all phases of photographic 
work. Full use of these expert serv- 
ices will save you time and money— 
and assure you of a swift, com 
petent job! 











PHOTOSTAT SERVICES: 
@ Matte and Glossy Stats 
@ Quantity Stats in Register 
@ Color Stats from Flat or 3-D Art 









STATS ON ACETATE: 


@ Black, White or Color Stats 
on Clear Acetate 
@ Varicolor Prints 


PHOTOGRAPHIC SERVICES: 


@ Copy Photos 

@ Quontity Prints 

@ Enlargements and Displays 
@ Sepia and Dyed Prints 


SLIDE SERVICES: 


@ Lantern Slides 

@ 35mm in Color and Black 
and White 

@ Vugraph Slides in Color and 
Black and White 

@ Film Strips in Color and 

o 

* 
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Black and White 
Printons 
Display Transparencies 





Additional services available to meet any 
individual requirements. Call today. Our 
representatives are always ready to serve 
you. 


Hersh ler PRINTS INC 


1168 - 6th AVENUE N.Y. JUdson 2- 1396 
















what’s new 





(continued from page 13:) 


NEW TEMPERA ADDED. Pelikan Concen- 
irated Designers Colors have been added 
at A. I. Friedman’s, 25 W. 45 St., New 
York. There are 78 different colors. 
Chart and prices available at the art 
supply store. 


ENAMEL, LACQUER SPRAYS. Self-Spray Enam- 
els and Lacquers have been announced 
by Craftint Mfg. Co. They are effective 
in touching up smooth lacquer, painted 


surfaces and most baked enamels; are 
heat resistant and withstand freezing 
temperatures. Plastic Spray is offered 


also, for waterproofing metal, wood and 
leather. Available at art supply stores. 


PERSPECTIVE RULER. Persrpect-O-Rule is said 
to be a complete perspective drawing 
system on a one piece instrument. Accu- 
rate pre-calculated perspective measure- 
ments and pre-determined locations of 
vanishing points are printed on plastic 
straightedge. In addition to measuring, 
the rule is used to draw receding lines 
to the vanishing points. Any view can 
be drawn and any desired scale selected. 

There are three sizes: Model 50 for 
use on 23” drawing boards, Model 100 
for use on 30” drawing boards and 
Model 200 for use on 48” boards. These 
make drawings up to 15”, 17” and 26” 
wide respectively. For information, Can- 
len Company, Wyomissing, Pa. 


IMAGE PROJECTOR—NEW MODEL. The Grafi- 
kon Company of 8026 Santa Monica 
Blvd., Los Angeles, has completed the 
new model D_ Grafikon Projector. 
Greater reduction and enlargement, 
more rugged construction and complete 
calibrations are featured with the new 
model. 


DESK-DRAWING BOARD COMBO. A combina- 
tion desk and drafting table has been 
developed by J. B. Thomas Co. Desk 
includes four drawers and a large tilt- 
which locks automatically 
can be released from the front. 
is wood; 60” x 30” top, 2914” 
Address of Thomas is 1550 Euclid 
Calif. 


ing surface 
and 
Desk 
high. 
St., Santa Monica, 


PERMANENT CRAYON CAN BE REMOVED. 
Permapex, a new crayon, combines per- 
manence with removability. Drawing 
can be done in color which is not re- 
movable except with Apex-Removo, a 
special solvent provided by the manu- 
facturer. Information obtainable from 
\pex Permanent Crayon Co., 235 Lora 








SALE! 


SAVE MONEY ON 


FINEST QUALITY 
GENUINE WHATMAN BOARD 


DURING OUR 
INVENTORY SALE! 


All perfect sheets — but not standard size 








Size Surface Regular Price 
19x27’ CP. (Cold Pressed) .................. 1.65 Sheet 
19x27” No. 1 (Medium) ... . v.65 Sheet 
23'/.x34," C.P. (Cold Pressed) ....... ...2.00 Sheet 
27Yqx4l'/,"" No. 1 (195 Ib. paper) ..............3.50 Sheet 
7 Ygx41'/," No. 1 (210 ib. paper) ....... 4.00 Sheet 
28x42” C.P. (210 Ib. paper) .............. 4.00 Sheet 
28x42" No. 1 (210 Ib. paper) ..............4.00 Sheet 


AT THESE DISCOUNTS! 


Dozen Sheets—Less 20°, 
6 Dor. Sheets—Less 25%, 
12 Doz. Sheets—Less '/:rd 


America’s Largest 
Art Supply Center 


ARTHUR BROWN 
& BRO., INC. 


2 W. 46th St., New York 36, N. Y. 














» 
RETOUCHING 
Black & White & Color 
Archer Ames Associates 
MU 8-3240 501 Madison Ave. 





irving berlin 


ARTISTS’ & DRAWING MATERIALS 
New York 19, N.Y 


719 Eighth Avenue + 


CIRCLE 6-6350 














Ave., Youngstown 4, Ohio. * 









'M NEVER WITHOUT 
MY ACROLITE ay 
LN 























USED THE OVER 





WINSOR & NEWTON 


ARTISTS' COLORS 
BRUSHES 
& MATERIALS 








902 Broadway, New York 10, N. Y. 


Canadian Agents: THE HUGHES OWENS CO., LTD. « Head Office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY COMPANY « SAN FRANCISCO 










A 
bCcOMPOS 
ON EKTACHROME 


——e 


PHO 
\ 








a \-PéR THE ULTIMATE 


h) 


a ™, IN QUALITY.......... 


ROBERT CRANDALL ASSOCIATES, ive. 


th STREET, NEW YC 











help yourself... 


Rush, the only monthly newsmagazine of 
advertising production in New York, 

gives you timesaving, cost cutting guides, 
new developments in ad typography, 
photoengraving, paper, color, photography, 


up-to-the-minute data on all processes. 


Help yourself to this new, crisp, 
easy-to-read working tool. Just 
$1.50 for 12 newspacked issues. 


Rush, 43 £. 49th Street, New York 17, W. Y. 
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THE 34TH ANNUAL OF ADVERTISING, 
EDITORIAL ART AND DESIGN — pre- 
sented by the Art Directors’ Club of 
New York. Your reference book to the 
latest and best in every field of visual 
art. Over 400 pages; 600 illustrations, 
many in color; deluxe binding; 8x11¥%; 
$12.50. Farrar, Straus & CUDAHY, 
101 Fifth Avenue, New York 3. 






























Camera Clix 


19 WEST 44th ST.. NEW YORK 36 
MUrray. Hid 7-6112 















trade talk 


ART DIRECTION ANN ARBOR: Emer- 


. Bowens frem 
AD, D. P. Brother & Co., Ps to VP, Camp- 
bell & Co.. . CLEVELAND: Glenn Nelson to 
Fuller & Smith & Ross as assistant AD, from 
Artists Studios; John Spiri from Family Circle 
to F&SG&R as AD... leaving F&S&R are Tony 
Longo to Campbell-Ewald, Detroit, as AD; and 
Dick Klaner to AD at K&E, Phila... . Paul 
Stauder, formerly with R. J. Potts, Calkins & 
Holden, Kansas City, to F&S&R as AD... 
CHICAGO: Andrew Armstrong. member of 
the plans supervisory committee and VP in 
charge of art, to chief of all creative services 
Leo Burnett Co. . . . Josephine K. Nelson. 
formerly with JWT, and Leslie C. Green, pre- 
viously AD at Ross Roy, to the creative staff 
of Arthur Grossman Adv. ... DALLAS: Ignatz 
Sahula-Dycke from art consultant to creative 
AD, Tracy-Locke Co. . .. DETROIT: George D. 
Erben, formerly with Maxon, Inc., to executive 
AD, Hicks & Greist ... NEW YORK: Warren 
Stokes to art editor of Woman's Home Com- 
panion .. . John Van Zwienen from AD at 
Grey Adv. to AD, Comart Assoc. .. . Roy 
Kuhlman from art consultant to AD, Columbia 
Records... William Jacoby. VP and head AD 
of Emil Mogul, elected to the board of direc- 
tors .. . Robert F. Littlehale, formerly creative 
director of Columbus Bank Note Co., named 
director of art services, Mumm, Mullay & 
Nichols . . . Robert McCallom and Vincent Zito 
to ADs at Erwin, Wasey & Co... . Ralph 
Morris from AD, Whitebrook Co. to AD Ander- 
son & Cairns . . . Don Bernard to Grey Adv. 
as assistant AD .. . Cecil Baumgarten, as of 
Jan. 1, has resigned from Lewin, Williams & 
Saylor and is now a consultant art director 
at 307 E. 44th, MU 9-3800 . .. PHILADELPHIA: 
Thomas R. Irons to AD, Lewis & Gilman... 
James C. Robertson, AD, elected VP at Arndt, 
Preston, Chapin, Lamb & Keen ... SAN FRAN- 
CISCO: William Condeff to general AD, Foster 
& Kleiser .. . SCHENECTADY: Walter C. 
Brzoza to AD, apparatus adv. and sales dept., 
General Electric . . . ST. LOUIS: Maurice A. 
Seligsohn, AD at Frank Block Assoc., named 
. TOWSON, Md.: Norman W. Vickery to 
AD, Ogden Adv. ... VANCOUVER: Paul 
Shreve, formerly with Artwork Associates, 
Portland, to partner and AD of Art Center 
(Western) Ltd., Vancouver, B.C. .. . Washing- 
ton, D. C.: Joe Jacobs to John MacLeod & Asso- 
ciates . . . Edward Fath to Walton & Hoke, 
Inc. . . . Cliff Prine to Will Anderson's U.S. 
Information Agency graphics group. Emil Bix 
from AD of The Hecht Co. to AM of Snellen- 
berg’'s Dept. Store, Phila... . 


ART & DESIGN CANTON, Ohio: Ted 


. Daniels appointed 
chief designer, Old King Cole, Inc. . . . CHI- 
























WAtins 9-3359 











specialist in the placement 


of art personnel 


FRANK BOWLING «agency 
18 east 41st street, new york 17, n. y. 


LExington 2-0038 


pe { by appointment only 
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adverti Ne photog rfl 
SSAUTTINS 


120 W. 50th St.. New York, N.Y 














CAGO: Jan.-Feb. issue of Oldsmobile Rocket 


TRICK PHOTOGRAPHY 
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trade talk 





Circle presents a profile of Walter O. Grant, 
president of Grant-Jacoby Studios . . . CLEVE- 
LAND: Craftint Mfg. Co. appointed Arthur A. 
Kabat sales manager of its Schools and Silk 
Screen Division . . . Larry Torian to Clem 
Cykowski Studios as illustrator and cartoon- 
ist... Sy Lachiusa to Lou Federman & Assoc. 
from Pitt Studios . . . Bob Duncanson., illustra- 
tor, to Creative Art from Wenger Studios... 
Clem Cykowski Studios moved to larger quart- 
ers in the Women Federal Bldg .. . Ray Slama 
from Federman & Assoc. to Tomko Studios... 
Jim Stewart. formerly of Stewart-Tomko Stu- 
dios, and brother Ed Stewart. formerly with 
Federman & Assoc., have formed a new 
studio, Stewart and Stewart. in Oakville, On- 
tario . . . Russ Johnson to Carr Liggett as as- 
sistant AD; was with Palm and Patterson... 
Murray Karm, illustrator, to Advance Art from 
Kling Studios . . . Jasper Wood, formerly 
with Wenger Studios, has formed Jasper 
Wood Studios in the Card Bldg. Also with 
the group is Rudy Schuler, illustrator. The 
studio will rep Denny Harris, photographer ... 
DETROIT: James M. Walker to Church & 
Guisewite Adv., art dept., Midland... NEW 
YORK: The Headliners Inc. have enlarged 
their photo-process studio at 44 W. 44 St.; 


have added new phones—OX 7-4820-1-2; prin- 


ciples now include lettering artist Bob Evans 

. George Samerjan, designer and fine artist, 
was awarded honorable mention in the 14th 
Annual Exhibition of the Audubon Artists So- 
ciety; winning work was a watercolor, ‘Cath- 
edral, Chartes” . . . Stacy C. Mathas, president 
of Dick Chenault, Inc., announced their move 
tc Amster Yard, 211 E. 49 St.; space is 
doubled; phone the same (PL 1-0095)... 
Lane-Bender moved to larger offices at 15, 
W. 57 St., CI 5-4461 ... A new studio: George 
B. Reynolds, Inc., 130 E. 40 St., MU 3-5685. 
President is George B. Reynolds, formerly of 
Taylor-Sleicher . . . Gretta Quenzel has joined 
the staff of Mildred Medina, 270 Park Ave.... 


Van Vort Studios moved to larger quarters at - 


359 Lexington Ave. Now have a complete 
color retouching service and added two asso- 
ciates to staff. Phone is now MU 5-3788... 
Fine art is touring the country—3'2 million 
dollars worth of Rembrandt, Cezanne, 
Degas, Rubens, Manet, etc. 100 paintings from 
the Walter P. Chrysler Jr. collection. It will 
visit the Portland Art Museum during March; 
later goes to Seattle, L. A., Minneapolis, St. 
Louis, Kansas City, Detroit then back to NYC 


. Helen Astarita, formerly AD at Rogers 


Studios, has opened Astarita Associates, 
packaging design and advertising art service, 
at 145 E. 49 St.,... PL 3-7873 .. . Monogram 
Art Studio moved to 515 Madison Ave.... 
John Teppich, illustrator, now at 44 E. 50 St., 
NY 22, PL 3-3184 .. . William Leach to AD at 
Rodgers Studios .. . Abner Graboff opened 
a studio at 19 E. 48 St.—illustrations, direct 
mail booklets and slide films, etc.—PL 1-1844 
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Save Time 
Save Money 
Save Guesswork 













Shoot your halftoaes as line copy . . . save time 
and take the guesswork out of your job by 
ordering a Mask-O-Neg screened print (velox). 


All Facilities Under One Roof 


Copy prints * Still-life photography * B&W prints 
from ektachromes « Film positives for silk screen 
Photostating * Color filtering * Film positives for 
mechanicals * Blow-ups 


We Invite Out Of Town Orders 


ask for Mack mask-o- 


157 Spring Street » New York City 12 * CAnal 6-8440 







YOURS FREE -— The Mask-O-Neg & 
Screen Guide — an invaluable aid to e 
ADs and PMs. Write today. we 






































lf you work with 
CASEIN COLORS, DESIGNER'S GOUACHE, PASTELS, CRAYONS or POSTER COLORS 
you can do a better job with 


| 
/ carson MI-TEINTES 


(Pronounced “Mee-Tents”’) 
THE REMARKABLE TINTED PAPER 


| The favorite of © Available in 24 beautiful tones including stygian black. 

discriminating °* 100% Pure Rag Content—but inexpensive. 

| artists the world © Unique surface found on no other paper. 

over since the ® Product of the ancient Canson & Montgolfier Vidalon 
16th century. Mills in France. 

The most striking poster effects are produced by exposing 

a part of the paper to represent highlight or shadow. 


Sold by good art supply dealers everywhere. 
WRITE DEPT. AD FOR SAMPLE SWATCHES 


7a\ (0) 01 Owe ompany 


ISU EAST ; ST... NEW YORK 
6 S Magne " | s Angeles > or 















































2 ee wenn een. em: 


helen ) Gee 


RETOUCHING 


201 EAST 40 ST N 7-2839 
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WAN OFT 
A BETTER JUG 


TAN AERC 
ART DIRECTOR 


If you’re dissatisfied with the 
kind of a job you’re getting, 
try calling Tosca Studios. We 
can give you exactly what 
you’re looking for: 

1. First-class talent 

2. Intelligent and accurate 

interpretation 

3. Complete reliability 

4. Absolute promptness 
And we don’t reserve the red 
carpet treatment for impor- 
tant illustrations and magazine 
cover photographs. Even your 
most humble mountings will 
be handled like the most im- 
portant job in our shop! 

No wonder more and more 
top-flight Art Directors are 
telling each other: ‘Call Tosca 
for fine, fast service!” 

















tosca studios 


Art & Photography 
41 East 42nd St. 
MUrray Hill 7-2172 
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trade talk 





. Patrica Miscall to art department, Lenhart 
Adv., Hopewell, N. J... . Paul Sherry Studios 
from 56 W. 45 St. to 480 Lexington Ave.... 
Carl Spiegel. formerly at Adart Inc., opened 
his own studio at 1186 Broadway, MU 4-0416, 
with design, mechanical and production ser- 
vice ... Anthony Toney won the $1,500 first 
prize in an art competition for the best illus- 
tration of the poems of Adam Mickiewicz, 
Polish poet; Peter Gourfain, student at the 
Art Institute of Chicago won second prize of 
$1000; Mrs. Jean Halpert-Ryden, San Fran- 
cisco took 3rd prize, $750; Philip Reisman. 
NYC, won 4th place, $500; and $250 fifth prize 
went to Kenneth Stern, also of the Art Institute 
of Chicago . . . Karl Kup to Chief of the New 
York Public Library's Art and Architecture 
Division . . . Sculptor Vincent Glinsky created 
the Carol Lane Award statuette, an award 
for traffic safety achievement presented an- 
nually to the women and women's club who 
make an outstanding contribution in that field 

. Will Burtin designed the exhibition “Plas- 
tics in America’ seen in January at the Car- 
negie Endowment International Center .. . 
KC&S. an art service, opened at 55 W. 
42 St., LO 5-5275 with Larry Skora, Bernie 
Karlin and Walter Cohen at the helm... 
Society of Illustrators’ February show, 
“Agency Month”, featured contemporary illus- 
tration and ad art . . . OAKLAND: Kaiser 
Graphic Arts has a new phone number — 
HI 4-5356 . .. PHILADELPHIA: Emidio “Mike” 
Angelo, creator of the Emily and Mabel car- 
toon panel, has authorized W. H. Hoedt 
Studios as sales rep for the use of his char- 
acters for advertising . . . Graphic Animated 
Film Productions, Berwyn, Pa., have changed 
their name of Animated Cartoon Spots Pro- 
ductions .. . SPRINGFIELD, Mass: Packaging 
exhibit was on display at the Museum of Fine 
Arts; it was designed by Package Designers 
Council . . . WASHINGTON, D. C.: Pietro 
Lazzari, artist, sent out a small book of his 


line drawings, ‘A Man and His Horse” 


PHOTOGRAPHY %emard Gray has 
joined Albert Gommi 

studios; was formerly editorial photographer 
for Family Circle magazine . . . George Hunter, 
Canadian aerial photographer, did many of 
the photographs for the American Airlines 
calendar this year. Calendar devotes a page 
to biographical and photographic data... . 
Walter Chandoha. animal photographer of 
Huntington, L. I., made a series of dog pix 
especially for the Eastman Kodak Colorama 
that overlooks the lobby of Grand Central 
. Upcoming photographer Aleks Bird to 
advertising photographer for Macy's, Kansas 
City . . . Lyman Stuart won the $5,000 first 
prize in Life's photo essay contest for color 
pix of Wild Birds in Flight. His photos are 
shown in the Feb. 6 issue . . . Photographer 
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22 west 56th st. new york 19,n.y. plaza7-5165,6,7 








HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 
NEGATIVES 
© 
MU 5-4295 / MU 5-4423 


404 Fourth Ave. - 


Room 1507 
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JOSEPH MAYER CO, Inc. 


artist's materials .. . sign painter and 
displaymen supplies . silk screen 
materials. Agents for The International 
Cutaw!l - Balopticon. 


5-9 UNION SQ. « N.Y.3 © AL 5-7644 




















trade talk 





Doris Pinney is exclusively shooting all Good 
Housekeeping Magazine covers . . . Industrial 
Communications, 670 Lexington Ave., New 
York, is offering to buyers of industrial photo- 
graphs a central source for location of top 
industrial photographers; an editorial-photo- 
graphic “package” is available. Firm will 
act as an agent on advertising work . . . Bob 
Hoffner. Cleveland ad photographer, is now 
represented by Advance Art... . Bill Stone 
is now with Paul Wing Studios; was with 
Henry Dravneek Associates .. . the latter has 
moved his “have-pony-will-travel” business to 
Toni Venti Studio, 152 E. 40th St., effective 
March 10th.... 


ADVERTISING Arthur A. Batts Jr. to di- 
PROMOTION rector of advertising and 


marketing research, and 
A. Robert Jaeckel to AM and SPM at Alco 
Products, Schenectady . . . Ralph Najarian 
appointed Schering Corp. AM... ?obert J. 
Clark to Merchandising manager, soap divi- 
sion, Colgate-Palmolive . . . Don Jagoda to 
AM and SPM, industrial products division, 
Hudson Pulp & Paper Corp... . Robert L. Zale 
to SPM and Bev Brower to general commodity 
AM, National Gypsum Co., Buffalo . . . Robert 
P. Clarke Jr. from SPM to AM, Remington 
Electric Shaver division, Sperry Rand Corp., 
Bridgeport... Bradley Houghton from national 
SPM to AM, Four Roses Distillers Co... . Jack 
Welsch to VP of marketing and promotion, 
Exquisite Form Brassiere, Inc. . . . George 
Forman now AM, Emerson Radio & Phono- 
graph Corp. .. . Frederick C. John upped to 
AM, James Lees & Sons, Bridgeport, Pa. ... 
William Rambo from SPM to AM, Proctor Elec- 
tric Co., Phila... . Dwight L. Wardell to AM, 
Sandoz Chemical Works . . . Dean Randall to 
AM of Minneapolis-Honeywell Regulator Co. 

. Alec Moss to AM of Twentieth Century-Fox 
Film Corp. . . . C. Stuart Brown named man- 
ager of advertising in addition to other duties 
at American Viscose Corp... . Lee R. Pevear 
to packaging coordinator, Lever Bros... . 
Reginald E. Gilbert named SPM for the 
Owens-Corning Fiberglas group at McCann- 
Erickson, NYC . . . Richard E. Forbes to direc- 
tor of advertising and sales promotion, central 
sales staff, Chrysler Corp. . . . Willis J. Old- 
field to SPM, AC Spark Plug division, General 
Motors, Flint, Mich. . . . Ernest G. Mittelberger 
to national AM and SPM, Paul Masson Vine- 
yards, Saratoga, Calif. .. . Edward F. Crafts 
to AM and SPM, Brush Electronics division, 
Clevite Corp., Cleveland .. . Arieen V. Cook 
now promotion manager, Clopay Corp. of 
Cincinnati .. . 


TELEVISION John G. Stott named assist- 


ant manager of TV pro- 
gramming for Eastman Kodak . . . KOMO.-TV, 
Seattle, recently received the Paul Bunyan 
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You know that fine pen and ink work demands the smooth- 
est possible illustration board. why ask for trouble 
- + « instead, ask for Crescent! 


Crescent’s rag content stock is pressed between giant super 
—— (see pe ny to give you this extra 

finish, the ‘ect = ne se e for pen = ink. ~_ 
errors, saves you time, he 4 wor! 

proud of — work that sells)” asda 


You can be —y too, of ougettes stamina and correct 

whiteness wh ~ Crescent illustration board. 

Test it a your art dealer today! 
CHICAGO CARDBOARD COMPANY 


182406C«C*UWNN:«.—«O#HHoman Ave. e Chicago 51, 111. 











“HELP! 


We're being stampeded with work! If you’re an un- e 

usually talented artist—not just the bull pen variety * GULLE N 
—we invite you to join our select group of outstand- RAPP 
Mellor « J. P. Miller * Dick Scarry * Art Seiden e STU DIOS 


ing artists including: Rudi Bass * Aurelius Bat- . 

taglia « Betty Maxey * Dale Maxey * Gordon » 

PHONE OR WRITE FOR AN INTERVIEW TODAY! Moy 20 W. 55th St., N. Y. C. 
_ © PLaza 7-3920 

















RETOUCHING 
\ Fest: Wate 


Ci-6-4894 


ektachrome retouching 


DUPLICATES, ASSEMBLIES 


mildred medina 


270 PARK AVENUE * MURRAY HILL 8-0270 








58 W - 57 ST-NY.C. 








63 








SPEEDBALL’ 
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trade talk 





award from the Seattle Chamber of Commerce 
as the business firm that contributed most to 
bringing national publicity to the city .. . Jack 
Schumacher, promotion director, Station 
WICU-TV, Erie, Pa., won a $500 first prize 
in the Loretta Young TV Showmanship Con- 
test .. . George Blake Enterprises produced 2 
out of 3 of the 10 best TV commercials for 
‘55, as picked by Advertising Age. ... 


AGENCIES Alexander Fried. formerly 


with Waterston & Fried 
(which is now Waterston & Frisch) formed Al 
Fried Associates, 1475 Broadway, NYC... 
Needham, Louis & Brorby from 135 S. LaSalle 
St. to Prudential Plaza, Chicago . . . Hoffman- 
Manning now at 655 Madison Ave., NYC... 
Bryan Houston moved to 730 Fifth Ave. ... 
Evans, McClure & Associates is new name for 
Conner. Jackson, Walker, McClure, San Fran- 
cisco .. . Ryder & Ingram to 3770 Piedmont 
Ave., Oakland . . . Galen E. Broyles to 200 
Clayton St., Denver... Wasser. Kay & Phillips 
now at 1231 Banksville Rd., Pittsburgh... 
Belden and Hickox, Cleveland, dissolved: 
Frank E. Belden joins Daniel C. Frenz in the 
formation of Belden and Frenz at 1621 Euclid 
Ave.; John Bryant Hickox forms his own 
agency at 1900 Euclid Ave... . Falk & Kahn 
Adv, from 14 W. 45 St. to 672 Fifth Ave., NYC 
.. . Brown & Mitchell Lid. now at 735 Davie 
St., Vancouver, B.C... . Charles O. Puffer Co. 
moved to 75 E. Wacker Dr., Chicago... 
Joseph Jacobs Organization relocated at 342 
Madison Ave... . Leo Burnett, Chicago will 
move next November to the Prudential Bldg. 
... Paul Smallen now at 56 W. 45 St., NYC 
. .. Jetry Lichtman Co. new address is Empire 
State Bldg., LA 4-8690 . . . Zlowe Company 
moved to 65 E. 55 St., NYC... 


CAMPAIGNS GE's TV receiver dept. 


has a record media ad 
budget this year .. . American Viscose is 
stepping up its consumer and trade advertis- 
ing to promote Avisco—through N. W. Ayer 
... All Hunt Foods 1956 print media ads will 
use color, and also in high fashion mags— 
Y&R is the agency .. . National Retail Hard- 
ware Assn. is putting on a $1,000,000 drive 
for ‘56... Pal Razor Blades is expanding its 
campaign using sketches by sports cartoon- 
ists, Williard Mullin. ... 


ACCOUNTS Philip Morris from Biow- 
Beirn-Toigo to N. Y. Ayer 


... D'Arcy gets Packard .. . Blatz Brewing, 
Milwaukee, appointed K&E .. . General Mills 
from Knox Reeves and Tatham-Laird, Chicago, 
to BBDO, NYC .. . Schlitz from Biow-Beirn- 
Tiogo to JWT .. . Berkshire Knitting Mills to 
Ogilvy, Benson & Mather .. . New York Stock 
Exchange to Calkins & Holden . . . Englander 
account returned to Biow-Beirn-Toigo .. . 
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J. DONOVAN * MURRAY HILL 5-2582 

















| Bodoni, Century, Futura — 


It’s not only the type face... 
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trade talk 





Whitehall Pharmacal Co. to Ted Bates . . 
William Esty named to handle Underwood 
electric and standard typewriters and adding 
machines . . . GE transferred its $3 million TV 
set account from Maxon to Y&R... 


MEDIA 2iff-Davis acquired Sports Car Il- 

lustrated and Home Auto Mechanic 
from Motor Publications and established two 
new publications—Hi-Fi Annual and Color 
Photography Annual .. . Frederick Kogos has 
brought out Apparel News, a monthly news 
magazine .. . Esquire’s Apparel Arts Maga- 
zine is preparing a new edition of its Buying 
Guide and Reference Handbook for 1956-57... 


TYPOGRAPHY Mersanthaler Linotype 


contributed to Inter- 
American relations by presenting El Intran- 
sigente, an Argentine daily, with a hundred 
Linotype spacebands so that the paper could 
resume publication after being closed by 
Peron for many years .. . Harry E. Stoddard 
and Veo K. Pearson have been appointed Re- 
gional managers of the Type Sales Dept., 
American Type Founders . . . Artype Inc. 
moved from 549 W. Randolph St., Chicago to 
127 S. Northwest Highway, Barrington, Illin- 
~ ois .. . Calligraphic writing can be a cure for 
scrawlers of indecipherable message. So say 
such British schools as Eton and Harrow, 
where students are being taught the 16th 
Century Chancery Script. February's House 
& Garden devotes two pages to a demon- 
stration of before-and-after writing of a con- 
vert to the writing style of the Papal Chan- 
cery clerks... 





PRODUCTION Vernon E. Korby. pro- 


duction manager of 
Frank Block Associates, St. Louis, has been 
named a VP... Joseph J. Prep from produc- 
tion supervisor, Leo Burnett Co., to PM, Wil- 
liam Hart Adler Inc., Chicago. ... 





DEATHS Martin Rettig. artist and former 
president of the Cincinnati Art 

Club .. . Robert A. Delson, commercial artist 
and portrait painter. He was AD of the Insti- 
tute of Modern Business for the past five years 
. . Modern art pioneer, Lyonel Feininger. at 

he age of 84.... * 





SS 


Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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Now you can transform black & white illustrations, 


photos or other material 
get the exact color...no 


Performing flexichrome magic 
is but one of the many miracles 
in color craftsmanship. Kur- 
shan & Lang color services 
include: 


@ EKTACHROME PROCESSING 


DYE TRANSFER @ CARBRO 
Reproduction Color Prints 


DUPLICATE TRANSPARENCIES 
ENGRAVER’S MECHANICALS 
SEPARATION NEGATIVES 
MASKING / PRINTON / SLIDES 


to full color flexichrome prints... 
retakes necessary. 


Get all the first 
hand facts on 
Kurshan & Lang’s 
amazing variety 
of color services. 
Write or phone 
for new Data 
Handbook. Con- 
tains: answers to 
| complex coler 
problems, time 
schedules, prices, 
production infor- 
mation, etc. No 
charge, of course! 


L. ZOREF, Associate 













17, MU 7-2595 
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service with intelligent 
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FLEXICHROMES 


GEORGE E. WILDNER 


MURBAY HILL 3-534) 
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A.1. FRIEDMAN INC. 








Kurt H. Volk, Inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17,N.Y. 












QUALITY 
ART MATERIALS 









25 WEST 45th STREET 
NEW YORK 36, N.Y. 
CIRCLE $-6600 
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THOMAS DESK for architects, designers, 


engineers and artists. Available in various models. 
4. B. THOMAS CO. 
1550 Euclid St., Santa Monica, Calif. 








NSAD 
(continued from page 47) 


brought new inspiration and points of 
view and many younger artists have con- 
tributed new vitality which has been re- 
ceived with enthusiasm.” 


Washington, D. C. 


Dan Hasson reports ad art business in 
the D.C. area ranged from excellent to 
fantastic. He writes: 

“During 1955 business in Washington 
followed the national trend to new 
peaks and the commercial art field 
shared in this prosperity. “Excellent” is 
the adjective most people use . . . with 
oldtimers sometimes going so far as to 
say “fantastic.” 

“All major studios increased their 
staffs by at least a third and most are still 
looking for good experienced talent. 
There were a great many changes in 
positions this year. Many new ADs and 
artists came to town. A few Washington 
artists left to take positions in other 
cities. Most of the changes within Wash- 
ington seems to have been caused by 
artists taking advantage of the generous 
prosperity to find more opportunity to 
use their particular talents. Several 
artists left agencies or organizations to 
freelance so they could specialize rather 
than do the general work they were 
called on to perform in larger organiza- 
tions. 

“The government had its share of 
change and activity. Some heads of 
graphic departments were able to estab- 
lish ratings that carried salaries that 
were attractive enough to secure experi- 
enced talent from private business. Some 
of the outstanding work that has been 
done in government recently testifies as 
to the wisdom of this. Private business 
also does a large amount of government 
work. 

“The General Services Administration 
contract, a multiple awards affair, ex- 
pired and was not renewed. This had 
little effect on Washington business be- 
cause most organizations had refused to 
do work at the low hourly rates offered 
by the contract. 

“One of the most marked trends in 
the Washington picture, was the great 
increase in well-designed mammoth exhi- 
bits. Three of special note were the Na- 
tional Ass’n. of Home Builders’ perma- 
nent exhibit in their new building; The 
American Watch Makers Ass’n. exhibit 
which opened in the Commerce Dept. 
building, and the Atoms for Peace exhi- 
bit which was designed and constructed 
here and shown in Geneva and New 
York.” @ 


ATF 


Type 
Planning 
Book 


covers 173 
ATF Type 
Faces and 
1,246 
Ornaments 
and 
Accessories 


NEW 





This 180-page book shows you the 
type which can add sparkle and inter- 
est to your layout, save expensive hand 
lettering costs...obtain unusual effects. 
Send $5 by check or money order for 
your copy to: 


AMERICAN 
TYPE FOUNDERS 
200 Elmora Avenue 
Elizabeth, New Jersey 


Type faces shown are: Dom Casual; 
Gothic Condensed No. 529; 
3672 Spartan Heavy; Bulmer. 
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collotype 


(continued from page 20) 


collotype negatives are placed against 
special gelatin-covered plates and ex- 
posed to light, which makes the im- 
pression on the plates in exact relation- 
ship to the lights and darks of the art- 
work. 

Before exposure the gelatin plate is 
smooth, hard and evenly absorbent. As 
light strikes it, a chemical change takes 
place which makes it moisture-repellent 
in proportion to the amount of light ad- 
mitted. This reaction of the sensitized 
piate to light is the key to the photo- 
gelatin process. The continuous tone 
negatives consist of myriad lights and 
shadows that permit varying degrees of 
light to pass through, depending on 
their tonal density. Film areas that” are 
solid will admit very little or no light 
at all to the gelatin, but the clear areas 
will admit a maximum of light. Between 
these two extremes every degree of ab- 
sorbency is evidenced on the gelatin 
plate. Cold water is used, after exposure, 
to wash the sensitizing chemicals out of 
the plate. 

Now comes the actual printing. The 
plates are placed on the press cylinders; 
both flat-bed and rotaries are used. The 
plates are immersed in a glycerine and 
water solution which causes the unex- 
posed and partially exposed gelatin to 
absorb moisture, swell up and accept or 
repel the special grease-ink, which is 
used, according to the amount of mois- 
ture retained on the plates. 

The plates, which are now on the 
press cylinder, then gently “kiss” the 
paper as it passes over them, making 
their impression with extremely high 
fidelity. And, the finished print is thus 
an exact, continuous-tone duplication of 
the original subject matter. 

From these mechanics the screenless 
nature of collotype can be more easily 
understood—it is not a complex method, 
but a relatively simple one. 


Humidity control 


It is important, while printing with this 
process, that the proper balance of mois- 
ture be maintained constantly in. the 
plates while they are on the press. Ex- 
treme care in humidity control is there- 
fore of utmost importance. This is oc- 
¢asioned because the collotype printing 
process depends on somewhat fragile 
printing plates. A considerable amount 
of moisture is used in the printing of 
the sheets and without careful humidity 
control the huge sheet size, 44 inches by 
64 inches, would easily be affected by 
any variation in the humidity control. 
(continued on following page) 
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‘COMES WITH EXPERIENCE & PROGRESS 


WECO STUDIO - 14 EAST 39% ST. °* MU 55-1864 

















CARTOON ART 


for Advertising, Industrial 
comic strips, Posters, Television 


POLITZER 


Telephone: BRyant.9-3111 
Times Tower Bldg., New York 36 











Advertisements Booklets Covers “Dummies 
Enclosures Tolders Graphs Headlines Initials 
Jackets Keepsakes Layouts Monegrams 
“Nameplates Ornaments Packages Quaint effects 


Reughs Stationery frademarks Unusual jobs 
Visuals Window displays X YZ —~ 


J.J-HERMAN # LE 2-6774 








Dye Transfer 
Carbros 


RETOUCHING 


Hersh-Mastro Studios Inc. 
4 W. 40th Street, New York, N. Y 7 
CH 4-8864 
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NOW YOU CAN 


DESIGN, LAYOUT, 
PREPARE FINISHED 
ART FOR 
SILK SCREEN 


PRINTING 


FROM NAZ-DAR 
SILK SCREEN 
INK COLOR CARD 
(shows all shades, tones. 
and intensities). 


Write for two cards. Give one fo your 
Silk Screen Printer and be sure to specify 
quality ow Silk Screen 


BE SURE FINISHED JOB 
IDENTICAL TO CLIENT OK'D ART! 
PAPER, CARDBOARD, OR 
PLASTIC DISPLAYS, ETC. 
Write Depi. AD 
NAZ-DAR COMPANY 


461 MILWAUKEE AVE. 
CHICAGO 10, ILL. 























WORK 








WITH THE EACH 
“SUPERLATIVE TOUCH” 
12" HARD ALUMINUM 


KNOB-RULE 


iTS EASY TO PICK UP, TWIRL, READ 
AND MEASURE 


ADUATED ALUMINUM T-SQUARES 
as 12” AND LONGER 
STRAIGHT EDGE RULES—6"-15 ea., 
12”-.25 ea., 15.60 ea., 18’'-.80 ea. 

24"'-$1.00 ea. 
THE FAIRGATE RULE CO. 
Cold Spring, New York 





Dept. SN. 



















collotype 
(continued from preceding page) 


Even a slight variation from corner to 
corner of this large sheet would be 
sufficient to throw the printed sheet com- 
pletely out of register making it difficult 
or impossible to pass quality inspection. 

The various means of maintaining 
this careful controlled working condi- 
tion are only possible through special 
devices and methods unique to the col- 
lotype industry. 


Uses 


It is hard to believe that this most eco- 
nomical printing method can be over- 
looked by any printing buyer. Particu- 
larly, when you consider that collotype 
is a process that reproduces the subject 
matter so accurately and at the same 
time is priced within the framework of 
the smallest budget. 

The collotype printing method has a 
great many uses. It should be primarily 
considered wherever there are large il- 
lustrations to be reproduced. It is also 
effective and economical for displays, 
posters, sales manuals, advertising blow- 
ups, reproductions of paintings and pho- 
tographs, reprints of ads, portfolios, 
translites (transparencies), illustrated 
catalogs, etc. In fact, it can be used, and 
is recommended, for most forms of large 
size advertising material printed. 

Collotype was never intended to re- 
place letterpress or offset printing. How- 
ever, when one has large pictorial sub- 
jects and require 5,000 copies or less, 
collotype may well suit one’s needs. This 
is especially true when one has a full- 
color printing job, because the process 
color plates for normal printing methods 
are priced so much more than collotype 
plates. Many collotype jobs can often 
be printed and delivered for what let- 
terpress or offset printing plates alone 
would cost. 


Points to remember 


The main points to bear in mind con- 
cerning collotype are: it uses the screen- 
less type of printing plate to give con- 
tinuous tone duplication; it is mainly 
a process for reproducing large size pic- 
torial subject matter, although type in 
reasonable sizes prints sharply and 
clearly; it is well adapted to large-size 
illustrations. It is ideally suitable for full- 
color although also used for duotone, or 
black-and-white up to 40 by 60 inches 
sheet size; any type of uncoated stock 
can be used; any amount of colors can 
be printed; it is particularly adapted to 
short runs and in most instances will 
result in substantial savings. a 








TO MIX OR MATCH 


difficult colors by formula...using the Code Color 
set of only eight colors. Double-ground tempera 
goes on thly, covers b ifully. If you want 
to save precious hours, do a better job... Code 
Color belongs in your studio. 





KIT CONTAINS: Two Color Wheels, Formule Book, Eight 
Dropper Bottles of special Code Color Tempera. 


ofo}=)= 
color 


2814 DUNLEER PLACE © LOS ANGELES 64, CALIF. 





COMPLETE 
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Refills in 2 o2., 8 oz. 














PR PICTURES, INC. 

has 

a tremendous 

new studio 

in Detroit 

for public relations photography 
and for rent to the television 
filming industry. 


Space 60x100x20 located downtown 
Office Phone TRinity 1-6757 








IVAN T. SMITH 
sTuDIO 
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still life 
lettering 
retouching 
comprehensives 
layouts 
mechanicals 
flexichrome 


Cuy TAMBURS StupIoe 


2 West 46th Street New York 36, N. Y. 


JUpson 2-4363-4-5 
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BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
rubs off clean. 

FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 


Sine by Stationery, Artist Supply and 
No Photogrophic Dealers every- 
1] where 
siurtiine 
Riri, UNION RUBBER 
NG 


& ASBESTOS CO 
TRENTON, WN. J. 








16 west 45 street, new york 19, n.y. 
photo retouching and advertising art 


leonard forray 
PRESIDENT 


mu 7-4150 
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for 


MURRAY HILL 








“SARA 


TRANSFER PAPER 
IN GRAPHITE - RED 
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WILL NOT CRAWL, BLEED OR REPEL 
$350 per BOXED ROLL + 12 Feet x 12'/2 Inches 
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booknotes 


THE SCRIPT LETTER, Its Form, Construction and 
Application. Tommy Thompson. Studio-Crowell. 


$5. 


For lovers of calligraphy, this is an 
exciting book. Mr. Thompson has ap- 
proached his subject from the stand- 
point of the student’s needs. He 
given. brief background information 
about the development of calligraphy, 
then has turned to styles used today. 
His stated purpose is to give the work- 
ing student a fuller appreciation of the 
best script forms used currently. 

He begins with discussion of equip- 
ment and materials and proceeds imme- 
diately to illustration and explanation 
of the principal strokes. He shows nu- 
merous applications of lettering in the 
commercial field. 

His bibliography contains lists of 
original copy books and reference in- 
struction books. 


has 


ANATOMY AND DRAWING. Victor Perard. 
Pitman. $4.95. 
Many, many illustrations show the hu 


man body in movement, as bone struc- 
ture, as muscle, as a whole, in specific 
parts. Each iilustration is appropriately 
labeled. This is the fourth edition and 
it contains new material on the muscles. 

It is actually an encyclopedia of the 
human figure under its various condi- 
tions of ge, sex and action. Not only 
for the beginning student, the book 
should supply the professional artist 
with a complete refresher course and 
reference aid. 


SCRIBBLING, DRAWING, PAINTING. W. Gro- 
zinger. Praeger. $4. 


Mr. Grozinger is a leading German 
writer and a student of art as well as 
an eminent child psychologist. His book 
is a plea to parents for humility in the 
presence of the mystery of ‘“‘becoming,” 
as Herbert Read puts it in the intro- 
duction. The author maintains that the 
child’s drawing is a total bodily gesture, 
rather than the specialized artistic skill 
of separate organs. He advocates bi- 
manual drawing as an aid to this de- 
velopment. 

In summary, the author asks the par- 
ent—and the art teacher—to give the 
child latitude, realizing that he is not 
just scribbling, nor is he necessarily 
showing himself a future Picasso—he is 
representing his concept of reality. The 
concept grows as he progresses through 
his various phases of growth. . . . : And 
don’t ask: “What is it?” 
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on clear acetate with adhesive back 
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CELLO-TAK LETTERING 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 
126. Practical Handbook on Double-Spreads 
in Publication Layout by Butler, Likeness 
and Kordek. Fourth in a series of handbooks 
on publication layout. Illustrates and dis- 
cusses problems and techniques in double- 
spread layouts. 92 pages. Paper back. $3.75. 


127. INTERNATIONAL POSTER ANNUAL, 

1956. Edited by Arthur Niggli. 500 out- 
standing posters by top artists from 23 coun- 
tries. Also, articles on poster art in Japan, 
Germany, Copenhagen. This is a highly re- 
spected record of the best in poster art ; 
and should be in the annual file of AD and } 
artist. $10.95. : 








ANNUALS 
110. Penrose Annual 1955. Edited by R. B. Fish- 

enden. Technical articles on new graphic 
arts techniques and materials, typography, art, 
lettering, reproduction. Illustrations show litho- 
graphs, posters, examples of typography and 
layout, art and illustrations. There are 23 inserts 
of letterheads, book and publication covers and 
pages, menus, Bible pages. $8.50. 


122. 34th Annual of Advertising and Editorial Art 

and Design. All winners in the national ex- 
hibition held in 1955 by the New York Art Directors 
Club. Best work from coast to coast appearing 
in all media. Source of inspiration and ideas for 
the AD. More than 400 pieces. $12.50. 


COPYFITTING 
42. Streamlined Copy-fitting. Arthur 6. Lee. 
1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, including caps and small caps. All 
necessary scales are on one master guage. $5.95. 


DISPLAYS 
100. Point of Purchase Cardboard Displays by 

Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 


LAYOUT 
87. Advertising Layout. William Longyear. An 
informative and stimulating explanation on 
how to create ad layouts that make people stop, 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 


102. Layout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 


107. 101 Usable Publication Layouts by Butler, 
Likeness & Kordek. Practical handbook on 


publication layout with 101 illustrations of single 
page layout situations and problems, with and 
without illustrations. Each is evaluated briefly. 
$3.75. 
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LETTERING, CALLIGRAPHY 


96. 101 Alphabets by Hunt & Hunt. Manual of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 


109. The Universal Penman. George Bickham. 

Facsimile reproduction of 1743 edition of 
penmanship, flourishes and calligraphic styles 
engraved by George Bickham, 18th century master. 
212 plates. Wealth of design ideas. $8.50. 


121. The Script Letter, |ts Form, Construction and 
Application, by Tommy Thompson. For lovers of 
calligraphy and for students. Brief background 
information about the development of calligraphy 
is given, then the author turns to the styles of 
today. He discusses materials and equipment and 
illustrates the principal strokes in making the 
various script styles. Application is made in the 
commercial field. Bibliography. $5. 


124. The Letterhead, History and Progress, by 

Ernst Lehner. The first book on American and 
European letterheads. Includes 128 reproductions 
of mastheads, billheads, tradecards and letter- 
heads from the 6th to 20th centuries; 66 original 
contemporary letterheads. Of historical interest; 
idea source. $9.50. 


PRODUCTION 


101. The Technique of Advertising Production. 

Thomas Blaine Stanley. Second Edition. 
Up-to-date revision of a basic text which is 
packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personnel. 
Indexed. $6.75. 


118. Color by Overprinting by Donald €E. 
Cooke. This is a complete guidebook in 
the art and printirg techniques employing trans- 
parent inks in multiple combinations. It is illus- 
trated with 495 three- and four-color groupings 
of eleven basic inks plus 44 pages of pictorial 
application of the medium. It is fully annotated 
for reference of artists, printers, engravers, art 
directors and editors in the book, magazine, 
advertising and graphic arts field. $25. 


ART DIRECTION 
43 E. 49th Street, New York 17, N. Y. 
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SWIPE FILES 
120. Cartoon Treasury, edited by Lucy Black 

Johnson and Pyke Johnscn, Jr. Many car- 
toons seen in these 320 pages are making their 
first cppearance in this country. Artists addresses 
and other information available from the pub- 
lisher. Twenty countries are represented in this 
collection. $4.95. 


123. Idea Art is a portfolio containing over 100 

original illustrations ready for use. It is a 
storehouse of ideas and art ready for reproduc- 
tion. Each 9 x 12 page (Kromkote stock) consists of 
several copy lines illustrated with a sharp line 
drawing which retains its quality when reduced fo: 
smaller space ads. Art styles are fresh and varied 
in a light vein. The portfolio has a plastic ring 
binder. Beginning in March monthly supplements 
of 40 pieces of original art will be issued for $10. 
Portfolio is $25. 


TELEVISION 
31. Designing for TV, Robert J. Wade. Text 
plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 


119. The Animated Film, by Roger Manvell. 

Explores the art and technique of anima- 
tion of the full-length drawn film. After a brief 
history of animated film, author explains and 
illustrates the various phases of production of 
“Animal Farm''—from art to layout to tracing to 
camera, editing and sound. Use of storyboards, 
the workbook, the tension chart and other ele- 
ments of drawn film preparation are shown and 
explained. $3.50. 


GENERAL 
79. Commercial Art as a Business. Fred C. 

Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist dnd buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


113. Creative Advertising. Charles L. Whittier. 
Covers selection of media, art, production, re- 
search, marketing and writing of the ad. 600 
pages, fully indexed—a readable encyclopedi- 
treatment of advertising. $8.50. 


125. The Human Figure in Motion, by Eadweard 

Muybridge. Thesaurus of human action. 5000 
action photographs showing 163 different types of 
human action. Most are from 3 angles, with as 
many as 48 timed-interval shots per action, some 
taken at speeds of 1/6,000th second. $10. 





Amt. Encl. $ 





Please send me, postpaid, the books corresponding to numbers circled below. 














: 31 42 79 87 96 100 101 102 107 109 110 
+ 113 118 119 120 121 122 123 124 125 126 127 
3/56 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
: New York City delivery. Payment must be made with order. 

: Name 

: Firm 

: Address. 

: City Zone State 


If you want a book not listed, send your order and we will try to get it for you. 
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For Artists’ Needs 


FAIR PRICES SINCE 1868 


IN NEW YORK 
E. H. & A. C. FRIEDRICHS CO 
e 37-EAST 28th STREET 
LExington®2-03C 
TREET 
rey. Ste 
IN PHILADELPHIA 
HENRY H TAWS, INC 
e 1527 WALNUT STREET 
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WRITE FOR FREE PORTFOLIO 


of samples of booklets, folders, letterheads and 
similar pieces which | have written and de- 
signed, by mail, for firms in all parts of the 
country from Maine to California. 
RAYMOND LUFKIN 


Advertising Plans, Copy and Design direct to 
your desk, by mail, from my studio at home. 


124 West Clinton Avenue, Tenafly, New Jersey 











EKTACHROME RETOUCHING 
MAX 


COLOR =: 


58 WEST 57th ST., N.Y.C. @ Cl 6-8712-3 














way’s standard 
viewers 
Used by nearly all New York 
area color plate makers. 
For information: 
Chappaqua, N. Y. 














Change of Address. Please send an address 
Stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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WATERCOLOR METHODS. Edited by Norman 
Kent. Watson-Gutpill Publications. $7. 

Each artist speaks for himself and shows 
his own work—both in color and black 
and white—in this textbook-gallery. Such 
artists of the watercolor medium as 
Henry Pitz, Ralph Avery, Dong King- 
man, Chen Chi, John C. Pellew, Jerri 
Ricci and Frederic Whitaker are pre- 
sented in word and work. 


THE OLD FARMER’S 1956 ALMANAC. Robert B. 
Thomas. Yankee Inc., Dublin, N. H. 25c. 

This is the 164th annual continuous 
edition of the famous almanac. It has 
the same format used by its founder, 
Robert B. Thomas, for the year 1783. 
Its cover is from an original woodcut 
done in 1853 by Billings and Nichols, 
engravers. There are five woodcuts done 
in 1809 by Abel Brown of Boston. 


ENJOYING MODERN ART. Sarah Newmeyer. 
Reinhold. $4.95. 

This is good reading for those who want 
to know more about the origins of mod- 
ern art, its development into the forms 
we see today. In her dedication Miss 
Newmeyer states that the book is “for 
Intelligent People who have not the 
time —or perhaps the inclination — to 
make a study of modern art but would 
like to know what it’s all about.” 

The author, who was director of pub- 
licity at the Museum of Modern Art for 
15 years, traces the story of modern 
artists and their art from the French 
Revolution to tomorrow. The book is 
entertainingly written with many anec- 
dotes which enrich one’s knowledge of 
the lives of the artists. 

There are 80 black and white repro- 
ductions, a full index, 216 pages. 


IDEA ART by Idea Art, New York City. $25. 
This ready-to-use art portfolio serves as 
a kit to produce ads and promotional 
material. It provides some 1000 copy 
lines which are illustrated by 125 line 
drawings; each gx 12 sheet is looseleat 
Kromkote stock. Each drawing allows 
a wide latitude of adaptation to specific 
needs. The portfolio is plastic ring 
bound. Art is varied in style, fresh and 
light in treatment. 

Beginning in March, the firm is of- 
fering monthly supplements at $10 each. 
These will contain some 4o original il- 
lustrations which can be added to the 
portfolio. Address of the company is 61 
E. 66 St., NYC. « 


X16190 . . . One of the thousands of 
pictures from our stock library 
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DID | 


STOP 
you? 


ONE OF THE MANY 
SITUATION PICTURES FROM 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $2.00 for 10th Edition Catalog 
(in N. Y. C. add 3% Sales Tax) 


319 East 44 Street . 646 North Michigan Ave 
New York 17, N. Y. Chicago 11, tilinois 





Continuous tone 
positives on glass 

or paper, phote- 
composing, etc. 

from art or color 
transparencies, either 
facsimile or extensive 
alterations of color 


pease COLOR 
LABORATORY 
149 WEST 54th STREET 

Circle 7-1747 
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ready reference 
to have your firm listed coll Plaza 9-7722 


ART MATERIALS 


Concord Artists Materials 
Everything for the artist, prompt service 
184 Lexington Ave., N. Y. C LE 2-3740, 3799 


M. M. Michaels Co. 
Make it Michaels in art and drafting supplies 


7 West 44th St., N. Y. 36, N. Y MU 2-4369 

N. Y. Central Supply Co. 

Complete stock * Prompt service 

62 - 3rd Avenue, nr. 11th St., N.Y.C GR 3-5390 
CATALOGS 

Perlman 

Compiete service; from art to printed book. 

246 Fifth Ave., N. Y. 1 MU 4-4408 
COLORSTATS 

Ralph Marks Color Labs 

Low cost, full color reproductions from color 

transparencies and opaque copy 

344 £E. 49 St., N. Y. C. 17 EL 5-6740 


EMPLOYMENT SERVICE 


Bearman Personnel Service 
Specializing in photographic personnel 
115 W. 42 St., NYC BR 9-8474-5 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. As* for folder 6A 

215 E. 57th St., N. Y. 22 PL 8-0362 


MECHANICALS 


Alfred Henry 
Speed * Accuracy * Dependability 
7 West 44th St., N. Y. C MU 2-5679-5680 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 


112 W. 48 St., N. Y. 36 


Robert Crandall Associates, Inc. 
Multiple color units photocomposed and assem- 
bled. We guarantee our color duplicates 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 
10 E. 46th St., N. Y. 17 


PL 7-7777 


MU 7-2595 


PHOTO SERVICES—B&aW 
Modernage Photo Services 
319 East 44 Street, New York, N. Y 
Prints for reproduction in grey-scales to meet 


exacting requirements of all printing processes 
@ Developing and printing for magazines and 
industry 


@ Copying of artwork 
@ Commercial photography; studio available by 
hour and doy 


Call Ralph Baum LExington 2-4052 


RETOUCHING 


Robert Crandall Associates, Inc. 

Color correction and retouching through use of 
optics, chemistry and dyes. Retouching as the 
engraver likes it. 

58 W. 47 St., N. Y. C. 36 Cl 7-7377 
Davis * Ganes 

Color Correction ond Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 


516 Sth Ave., N. Y. 1 MUrray Hill 7-6537 


Horstmann & Riehle 
B&W, Industrial, Pictorial & Flexichromes 
18 East 41st Street, N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 


58 W. 57th St., N. Y. 19 Cl 6-8712-3 
Tulio Martin Studios 

Transparencies 

58 W. 57th St., N. Y. 19 Cl 5-6489 


Vincent Martin 
Color—transparencies, separation negatives 


58 West 57 St., N. Y. C. Circle 6-4894 
Rhina Studios 

Transparency retouching 

201 East 38th St., N.Y.C. LE 2-6125 
Richard E. Stein 

Black & white retouching 

370 Lexington Ave., N.Y.C. MU 3-4245 
Frank Van Steen 

Color Retouching. 

370 Lexington Ave., N. Y. C. LE 2-6515 


Donald Van Vort 
Flexichrome, Dye Transfer, Carbro and B&W 
359 Lexington Ave., N. Y. C. MU 5-3788 


SALES PRESENTATIONS 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


12 E. 12th St., N. Y. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


STOCK PHOTOS 


Photo-library, Inc. 
For hard-to-find color stock photographs. 
19 E. 57 Street, N. Y. 2 Plaza 3-3112 


Underwood & Underwood News Photos Inc. 
3,000,000 photos on ail subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 
our free listing. 


3 W. 46th St., N. Y. 36 JUdson 6-5910 


TELEVISION SERVICES 


National Studios 
Hot Press, Slides, Telops, Animatics, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 


TYPOGRAPHY 
The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y. JUdson 2-0100 


SERVICES 


Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way 


Chappaqua, N. Y. 






call Plaza 9-7722 





Owner of medium-sized design and art STUDIO 
DESIRES MERGER with another studio owner, 
salesman or designer with accounts. Have nice, 
profitable business now with very promising and 
interesting future which will require more help. 
Box 300, ART DIRECTION, 43 E. 49 St., NYC 17. 


Gal with taste DESIRES TO WORK FOR PHOTO- 
GRAPHER. Knowledge of display, props and fash- 
ion. Also bookkeeping and typing. Send card to 
Box 302, ART DIRECTION, 43 E. 49 St., NYC 17. 


ARTISTS WANTED for central New York's largest 
art studio. A modern, fully equipped, well-estab- 
lished firm. Full-time employment. Good salaries. 
Capable of one or several of the following: Lay- 
out, design, illustration, finished art and mechani- 
cal, technical illustration including parts illustra- 
tion, projections, schematics, wiring diagrams, 
retouching. Box 303, ART DIRECTION, 43 E. 49 St., 
NYC 17. 


ARTIST, young woman, 3 yrs. experience layout, 
design, pasteups, mechanicals, spot drawings. 
Presently employed, looking for diversified posi- 
tion. Box 301, ART DIRECTION, 43 E. 49 St., 
NYC 17. 


Space arrangement for STILL LIFE AND FASHION 
PHOTOGRAPHERS (2). Midtown studio, fully 
equipped, strobe, stylist. Work available. Box 
304, ART DIRECTION, 43 E. E. 49 St., NYC 17. 


WANTED: PHOTOGRAPHER'S REPRESENTATIVE. 
Advertising illustration studio wants represento- 
tion from either an established sales organization 
presently selling several photographers, or a 
young man in related field who would jump at 
the chance to sell creative photography. Box 305, 
ART DIRECTION, 43 E. 49 St., NYC 17. 
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CRAF-TONE SHADING SHEETS... the no glare, self-adhering all-pur 
pose, efficient, economical overlay shading medium 294 patterns! 


CRAF-TYPE ... the versatile, improved paste-up type that speeds com 
position and really cuts typography costs! 279 Fonts, faces and sizes 


CRAFT-COLOR 19 brilliant, nonfading Translucent colors on self 
adhering clear plastic sheets! 


SINGLETONE DRAWING PAPER... a chemically treated drawing paper 
with a single hidder tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS. . .Transparent over 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en 
graving shops 

MULTI-COLOR PROCESS reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 
CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM 
17 original two screen patterns that ycu develop. Two separate “in 
visible” shading tones processed into the paper to get third dimen 
sional effects 
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Craftint ew 


the most complete 
Shading Medium Catalog 


in the world! 


CUT production costs! 
MEET deadlines efficiently! 


ADD sales impact to layouts 


and finished art! 


ratt int 


THE CRAFTINT MANUFACTURING CO. 
NEW YORK CLEVELAND CHICAGO 





CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 
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Ton Shaws 
\ 


2) 


Tom Shoemaker — a real kentucky colonel 
— chicago art school training — an artist’s artist 
— also plays a good guitar — 
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